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Introduction 
"Res.earch is the fundamental principle of the new 
retailing. Retailing facts must be organized on a sound and 
dependable basis. This is the greatest necessity at present, 
in order that retailing practices may be placed on a scienti-
fic basis and that store executives may approach their pro-
blems with a certainty of results. 
What is· sadly needed in retailing is the building 
6. 
up of a store of tested and class.ified retailing knowledge. 
'lhe extent of this store of knowledge will decide the rapidity 
with which the art of retailing is raised to a professional 
level. The fund of classified retailing knowledge, ever. in-
creasing with analytical study, will assure scientific dis-
* tribution in the future." 
., 
The highly competitive nature of retailing has forced 
retailers to use every av_ailable means to capture and insure 
their segment of the market. The most dynamic features of re-
tailing are merchandising and sales promotion. The seeking 
out of goods and their offer for sale are fundamental to mer-
chandising, but the necessity for efficient sales promotion 
tends to be neglected. Retailers are now acutely aware that 
business must be sought aggressively and need little explana-
tion about why to advertise. But most do need a great deal of 
information on knowing~ to advertise. 
* 3, p. ix. 
The purpose of this thesis is not to lay out com-
pletely the "best» advertising plan for there is not one way 
7. 
to advertise. Each store is a s.eparate entity, completely 
different from all others, yet retaining the basic features 
which are common to all. Presented here is an approach to the 
formulation or an efficient, well coordinated advertising pro.-
gram. By means or a case approach, it is hoped that some basic 
ideas in advertising research may be gleaned. 
The thesis will analyze and appraise the advertising 
distribution or four Boston department stores for four months 
of the fall season (.October, November,. December and January). 
The commodities to be featured are Misses and Women's trimmed 
and untrimmed coats, suits, and Misses sweaters, skirts, blouses, 
Jackets, and actives. Not only will the advertising pattern 
of the commodities and of the stores be compared, but also a 
detailed analysis will be made of the price lines which are 
featured in the advertisements. Thus certain basic axioms of 
advertising and retailing will be tested. 
It is hoped that a critical evaluation of advertising 
plans of these stores, together with an analysis and appraisal 
of the price lines advertised will illustrate some of the pro-
blems of retail advertising and their solution. 
I. The Right Time 
A. National Picture 
The retailer of today is again faced with the pro-
blem of rising costs. With the advent of higher wages, unions, 
increased services and severe competition for the consumer 
dollar, operating expenses have risen. Many suggestions and 
methods have been employed to reduce certain variable costs. 
While other means have been sought to increase sales. 
Advertising and sales promotion have long been a fo-
cal point of attack. Advertising linage of department stores 
has been on the increase in an effort to attract the consumer 
and his dollar. The studies which have been made have centered 
primarily about the layout, copy, position value, and retention 
strength of the advertisement. Unfortunately little research 
has been done on the timing pattern and method of distribution 
of the advertising appropriation. 
Retailers have long recognized the fact that the con.-
sumer maintains consciously or unconsciously a rather basic pur-
chasing pattern. Mr. George Neustadt of N.eustadt Service, Inc. 
has said: 
"Year after year, retail sales volume creates. 
a seasonal pattern which repeats itself without 
major change. The pattern of consumer buying 
habits, consumer purchases and store sales being 
one and the same thing. It is likewise, the 
Pattern of Profit. 
"To take account of the Buying Habits of Peo-
ple is obviously of utmost importance in mer-
chandising and in advertising. Because, most 
8. 
profitable results are sure to follow if wanted 
merchandise is offered when it is wanted."* 
To illustrate the above statement, a chart has 
been prepared which, based on Federal Reserve Board Sales 
Figures, tends to substantiate Mr. Neustadt's claim. 
To further prove the point, one need only look 
back over the 10 year period considered. The span includes 
the tail end of a depression which had placed our country 
at the lowest ebb of its mercantile career. The greatest 
war that the world had ever seen was initiated and concluded, 
experiencing severe scarcities in consumer goods, price and 
commodity controls, and finally an era of reconversion to 
an unsettled and turbulent peace. Yet, throughout this var-
ied period in which most every conceivable economic status 
was included, the purchasing pattern of the consumer remained. 
Each year retained its seasonal nature. The Spring buying, 
the Fall buying, and the Christmas season. all followed their 
trend. 
Of course, it must be understood that this patt.ern 
9. 
is of the nation and as such is not c anpletely applicable to 
the individual city. But some maintain that the city itself 
has its buying pattern as does. the store within the city and 
the department within the store an~ commodity within. the de-
partment. Their regularity and consistency need only be tested. 
Merchandisers have long heard the expression--The 
* B, p. 5. 
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Right Merchandise at the Right Price at the Right Time in 
the Right 'uantity. All too often they have bought the right 
merchandise in the right quantity and at the right price on-
ly to neglect the all important "right time". Stocks peaked 
at the wrong time will eventually result in markdowns and low-
er sales. Since their advertising schedu~e usually follows 
the buying plan i t is also out of "time". The "when" to ad-
vertise, the right time, is especially important to insure a 
successful profit picture. 
Egil Krogh, Vice President of Marshall Field and Co. 
tells the story of having trouble in one of their Women's 
ooat departments. Volume was off, markdowns were above nor-
mal and the gross profit was unsatisfactory. 
· "The buyer assured us that she had done every-
thing correctly as far as she knew and she was at 
a loss to know what had caused the bad results. 
"After spending a little time analyzing the 
stock and sales, we found that she had evidently 
placed her order at the 'right tDne' and that she 
was competitive as far as price was . concerned and 
that she had not varied her quality standards from 
those which had previously proven successful. 
"However, in analyzing her receivals during the 
Spring and Fall seasons we found that stock had 
qeen peaked ,in each case about a month after the 
sales peak had occurred. The result of this was 
that she had missed her natural consumer demand 
in each season. She had not had the goods at the 
right time; hence, markdowns were necessary to sell 
the excess stock, with a resultant bad gross pro-
fit showing-as a result of this failure to adhere 
to the fundamental of right timing, she had a bad 
year. So, you can see that having goods in stock 
at the right time is a very, very important factor 
in the success of any department."* 
* 5 . 
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B. Individual City Picture 
The hypothesis as aevanced deals only with the na-
tional picture. But what of the individual city? The retail-
er may well look at the charts reflecting the national re-
sults and pass them off lightly. Their importance can only 
be stressed when illustrated with facts which are close to 
home, within the retailer's own trading area. 
Chart # illustrates the maximum and minimum sales 
in Boston Department Stores over an eleven year period. Ex-
cept f'or the months of' J"anuary and March, the spread in any 
one month was less than 2%. March sales, of' course, will 
have a wider fluctuation, falling and rising with the date of' 
Easter. The chart itself fortifies the opinion of business 
men and psychologists that although the actions of individual 
persons may tend to be whimsical, the movement of the mass or 
groups of people are strangely consistent and trustworthy. 
The value of' such knowledge can and does serve as 
the basis f'or the plans of the intelligent retailer. An ex·-
amination of such charts and comparisons with his own store 
sales should stimulate interest in any great deviations. The 
fact that an individual does _not conform to this pattern in 
toto, also does not brand the retailer as inef'f'icien.t if' the 
reasons f'or the variations are known and are excusable. But 
knowledge of the pattern of consumer spending will go far in 
urging him to strive towards this goal. 
I_; 
1- : 
J' 
! -
. I ·: 
. - '• 
\ 
' l 
zl 
c .... .. 
\ 
\ ... 
' 
I 
/ 
/ 
I 
r ~ 
!- --'· -1 • - ... 
·---- ·. 
I 
/ 
; 
/ 
. 
I 
I 
'· 
· .... 
-----·-
CHA~ ~ 15. 
c ,.. [,.\ 
-r -::-: 
IY -·· 
---, 
-...._._ 
\ 
I 
I 
·, \ 
\ : 
. ., 
I 
\ ··, _I 
/ 
T 
\., . \ 
\ \ / 1 
\\' ·/·· 
.. 
/ 
/ 
A 
I 
I 
I 
I 
I 
/ 
; ( 
I • 
I • • 
~ · 
~_ :· ... 
~ ~ .. ; - . 
, ........ 
i~ ,, :. 't' •.. 
.r .. 
_ _; ; ·, !~ 
--, 
'T ~...-. 
·p, 
_ :.,) '· _, "( -. 
·- ' ' 1 !I' • ' t •. 
D 
Charts # 5, 6, ?, 8 break down the sales of speci-
fic commodities, namely, Misses and Women's coats (trimmed 
-
and untrimmed}, Misses and Women's suits, sportswear (blou-
ses and sweaters} showing the maximum. and minimum sales over 
this period. The variations within some of the months are 
rather large, but the definite seasonal patterns plotted can 
not be overlooked. Set up before the retailer is a chart 
which plainly shows the overall buying pattern of his city. 
It is a starting point toward efficient buying and advertis-
ing. 
The medians which are also portrayed indicate the 
pattern which the reta iler may normally expect. A compari-
son with the individual store sales patt.ern may answer many 
of the merchandiser's problems. Is he promoting according 
16. 
to this time pattern? Does the timing schedule of both mer-
chandising and advertising fit along lines similar to this 
known purchasing pattern? If not, why? It is true that an 
individual store's sales may vary, but does the retailer un-
derstand and appreciate its differences? The market to which 
a store may cater, the style and promotional characteristics 
of the merchandise, the reputation which the store has built, 
all pattern the store's sales. The awareness of these pecu-
liarities will allow the retailer to set his outlet on a true · 
course. The fact that the individual pattern may be justi-
fied on these grounds does not preclude the overall signifi-
cance of these charts. An analysis of the nature may be 
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easily projected to each department within a store and to 
each commodity within a department. Thus, the advertising 
and merchandising of any commodity may be handled with the 
assurance of timeliness and consumer desire. 
c. Methods £! Advertising Distribution 
Overall store advertising schedules are usually 
base~ on a combination of methods. 
1. Under the "breakdown" the advertising appropria-
tion is set up for the store as a whole, then broken down by 
the different publicity expense classifications percentage-
wise based on past experience and future possibilities. 
2. The "build up" method is also employed in order 
to check the results of the breakdown method. The fallacy 
22. 
of just applying a percentage breakdown is well recognized. 
Each expens e is reckoned and its need justified. The payroll 
budget, for example, is built up by determining the cost and 
the number of assistants that will be needed. These figures 
are then checked with breakdown results and adjustments are 
made where necessary. Likewise, the newspaper appropriation 
is built up by working out a day to day calendar which will 
insure adequate coverage in the media used. Linage is totaled 
for the month, then the season and finally for the year. A-
gain any discrepancies with br eakdown figures could be ad-
justed to provide complete balance to the program. Thus, a 
whole year budget has been set up which could guide the store 
in contracting ror newspaper space. 
· Once the whole store advertising picture is drawn, 
the plan is again broken down by months. 
Many theories have been advanced in determining the 
monthly advertising appropriations for the various depart-
menta in the store. The two basic methods are "in phase" 
advertising and "out of phase" advertising. The other two 
which will be noted are variations of these. 
The simplest plan is the directly-to-sales method. 
Monthly advertising appropriations correspond directly to 
planned sales and their value can easily be justified. The 
greatest advantage lies in the fact that the advertising co-
incides with the consumer purchasing pattern. Of course, 
its weakness is apparent in months such as December where up-
wards of 14% of the total sales are made. Under this plan, 
D.ecember would receive its contribution to sales percentage 
despite the fact that an increase in sales can hardly be ex-
pected. 
23. 
Above 
Average Sales 
Advertising 
Below 
Average ~ ~ 
" 
Directly opposite to the direct sales appropriation 
is the out-o:f-phe.s:e method. In this plan le.rger appropria-
tions are apportioned to the low volume months and smaller 
portions to the high volume months. This method tries to 
24. 
force business when the consumer is not inclined to purchase. 
The volume months in the same manner do not receive the impe-
tus: they need. The plan is impracticable and has :few :follow-
ers. 
Above 
Average 
Below 
Average 
' 
Sales 
Another of the less suitable method.s is one in 
which higher than proportionate percentages of the appro-
priation are allotted to high volume months and lower to low 
volume months. This plan goes to the other extreme in that 
money is foolishly spent during volume producing months and 
little is appropriated for low volume months. The basic mer-
chandising idea of "playing a winner or hot item" is not dis-
puted, but rather the :fault lies in the extremes which cannot 
be completely justified. 
-Sales Above 
Average ~--~~------~~------~~------~~--~ ---Advertising 
Below 
Average / 
/ 
D. Purpose ot Study 
The purpose of this study is not only to compare 
the advertising pattern of four Boston department stores 
in relation to available sales data but also to analyze the 
consistency of the promotional efforts of the stores. The 
comparison will deal with the ready-to-wear division, speci-
fically Misses jackets, sweaters, s~irts, blouses, actives 
26. 
and Misses and Women's suits, trimmed and untrimmed coats in 
four Boston department stores--Filene's, Jordan's, Gilchrist's 
and White's. Basement and street floor advertisements were 
excluded. The consistency of price lines featured by each 
store in these commodities will be analyzed as well as the 
newspaper selection and the nature of advertisements. 
It is essential that stores retain a high degree of 
stability in their advertisements. Each advertisement carries 
the appeal of the store and reveals its character. The indi-
viduality, and the reputation and consistency which each store 
strives to build in the minds of its customers is of great 
importance. And, of course, the most immediate contact be-
tween the store and its customer, externally, is its adver-
tising • . 
Merchandisers have long recognized the value of price 
lines, but what of their advertised price? A detailed ana-
lysis of the price lines advertised by the stores will also 
be made. Not only will the consistency of the promotional 
effort of each store be discussed, but also notice will be 
made of any seasonal trend in the advertised price. 
Finally, the study will again evaluate the consis-
tency in which the four stores choose their media. News-
papers like stores cater to a rather distinct class of reader-
ship. Advertisers must recognize this fact and place their 
advertisements in accordance with the desires of their cus-
tomers. 
28. 
II. A Method of Forecasting 
In an effort to analyze the advertising efforts of 
the Boston stores in relation to the national retail adver-
tising picture, Neustadt Service figur~s have been used. The 
Neustadt Service attempts to forecast seasonal s~lling patterns 
by using past linage results. The s.ervice is provided for 
contracting newspapers and stores throughout the country. 
By accounting for all linage by commodities by price in nine 
major cities (New York, Brooklyn, Pittsburgh, St. Louis, Cleve-
land, Philadelphia, Chicago, Detroit, and Washington), the 
service has correlated the monthly linage count as a per cent 
of the year and monthly sales as a per cent of the year. The 
high correlation has allowed the service to base future sea-
sonal trends on past advertising efforts alone where normally 
net sales were used. Many ramifications have been developed 
dealing with advertised price centers, seasonal advertising 
patterns, relative importance of commodities by linage, etc. 
The results have been used by the contracting stores as a ba-
sis for comparison with their own efforts. Of course, indivi-
dual attention is g iven the contracting s tores with their ad-
vertising and merchandising problems. Although the service 
deals only with nine cities throughout the country, the size, 
retail importance and geographic loc ation of the c it i es l end 
enough authority to the stati stics to permit the ir use as 
nati onwi de results. 
29. 
ne of th8 r ep ort s provided by t e ~ervic e in ' ice t es 
t he r el s.ti ve i 1por t ance , linagew i se , of all cor .1odi ties ad-
ver t ised in news papers for the nine citie s. Stores naturally 
advertise their "best sellersn and · "volume producers", in the 
manner of "playing the winner". Other cities could be com-
par ed with thes e ranking s where fea sible , Etnd any G. iscr epan-
cios checked . Likewis e , the report describes the r ~ nking of 
the commodities in linage i mp or t ance 1ithin each of the cities 
surveyed. It is well known that certa in areas and cities 
correlate highly in their advertising approach because of cli-
matic, ethnic and economic similarities. EXtreme variations 
may be noted and undeveloped markets may be capitalized. Sta-
tistics of this nature can be effectively used in attaining 
an over-all nationwide and individual city perspective of the 
advertising effort directed at individual commodities. Boston, 
not included in the Neustadt analysis is the case in point. 
By tabulating the linage for the four largest department stores 
for a three mgnth period, October, November and December in 
certain commodities, and by accumulating the Neustadt national 
figures, a comparison can be shown. Filene's, Jordan's, Gil-
christts, and ·wnite's, the four largest department stores, 
were used to determine the advertising picture in Boston. The 
study was further extended to include an analysis of the foUr 
stores, individually, in the same manner as the city was hand-
led. Unfortunately, a correlation of sales importance and ad-
vertising effort was prevented due to the unavailability of 
t
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individual store sales f'igure.s. Where feasible, Federal Re-
serve Board District I Boston department store statistics 
have been used. 
32. 
The national advertising devoted to the commodities 
being studied in October, November and December for the years 
H~47-1950 is shown in the following figures, together with 
the per cent of each month to the total for its quarter. 
1947 
Oct. 2747974-39.5% 
Nov. 2483215-35.7% 
Dec. 1719117-24.8% 
Last 6950306-10~0% 
Q.uarter 
Total 
~ 
Oct. 2885160 - 39.5% 
Nov. 2606234 - 35.8% 
Dec. 1798221 - 2ff.7% 
Last 728961:;5 -10 .o% 
Q.uarter 
Total 
1948 
3109917-40.0% 
2624648-33.8% 
2034885-26.2% 
7769450-100. O% 
1949 
2948471-39.5% 
2611494-35.0% 
1899197-25.5% 
7459162-100.0% 
Boston illQ 
94690 - 35.8% 
93555 - 35.4% 
76025 - 28.g% 
264270 - 100. 2' 
It must be remembered. that this is only a three 
month picture, and the percentages are figured as such. The 
national figures seem to indicate that if' the Bos.ton study 
were to include the years 1947, 1948, 1949, no appreciable 
percentage change in the three month distribution would be 
noted. This supposition could lead to the scheduling of' an 
advertising plan for the last quarter of the year. Eg. Sup-
pose we were to devote 200,000 lines to these items in the 
last three months of' 1951, a tentative schedule could be 
worked out as follows: 
Month 
October 
November 
December 
Linee,ge 
71,000 
69,000 
60,000 
200,000 
Per Cent 
---
35.5% . 
34.5% 
30.0% 
roo:o~ 
This hypothesis will be carried out further to show 
how a tentative or preliminary allotment of promotional e'f-
fort to commodities may be computed. But before any alloca-
tion may be made, other "national" :figures secured permit a 
comparison of the relative importance, lineagewise, of these 
different commodities to the group total for each month. 
Here presented is a four year analysis coupled 
with a Boston and individual store analysis. 
33. 
Boston figures closely resembled the national break-
down of the relative importance of these commodities to their 
group for October, November, and December. It should be re-
membered that the primary purpose of these expositions is 
not to show only the variation from national figures. but also 
to indicate what may be done if city results are analyzed 
yearly. Each city is different and their statistics show 
it, but each variation can be explained in part by any one 
of several reasons which are known to the business men o'f 
that area. Yes, the causes for the variation are known but 
are they taken into consideration when planning future bus-
iness activities? That is· the prime purpose of this study. 
Realization is one thing,. but application to insure greater 
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profits is another. 
The consistency with which certain items rise in 
importance during this three month season is worth noting. 
The popular gift items such as blouses and sweaters show 
37. 
a steady rise before hitting their advertis-ing high in De-
cember. Boston, especially Filene•s and W1lite's, take note 
of it and emphasize this gitt appeal in accordance with cus-
tomer demands. 
One very interesting factor in the national ad-
vertising distribution is the steady and unmistakable decline 
of fur trimmed coats. In all three months from 1947-1950, 
the advertising effort directed at this commodity decreased 
with a corresponding rise in the rela tive importance of un-
trimmed coats. Many reasons have been advanced to explain 
this trend. 
Many retailers have claimed that the advancing price 
level has effected the sale of both fur trimmed and tur coats. 
Of course, fur coats have been severely effected by Govern-
ment luxury taxes. Then, of course, cloth coat manufacturers 
have caught the public's fancy with their new and very smart 
styling. Undoubtedly both these factors have played the de-
termining roles in the decline of fur trimmed coat popularity. 
Boston seems to hold up the relative importance of 
the fur tr~ed coats from the advertising viewpoint, but 
mainly due to the extensive efforts expended by R. H. White's. 
In both November and December, R.H. White's placed greater 
emphasis upon fur trimmed as opposed to cloth coa ts. The 
other stores do not approach these figures and only an ana-
lysis of R.H. White's sales would show if' they missed an op-
portunity. To say that either was wrong or right would de-
pend solely on a comparison of current sales results and a 
review of' past sales figures. 
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Tb further show the forecasting value of these ana-
lyses, a tentative allocation of advertising lineage has been 
made based on the relative importance of' each commodity in 
the group to the whole group total. 
Table V 
Tentative Allocation of' Advertisins Linease Based on 
Relative Im.J2ortance of Each Commoditz in the (l:rou12 
October N.ovember December 
Commodity ~ Lineage ~ Lineage ti· Lineage 
Jackets ~.4 994 .3 207 .4 240 
Skirts 8.8 6248 11.9 8211 9.4 5640 
Sweaters 4.4 3124. 8.2 5658 16.ti 11~85 
Blouses 9.4 6674 4.8 3312 11.7 7020 
Actives 2.6 1846 1.8 1242 7.6 4560 
M&W Suits 14.5 10295 6.3 4347 4.3 2580 
M&W Fur Trimmed 22.4 15904. 24.6 16947 11.3 6780. 
M&w· Untrimmed 36 .• 5 25915 42.1 29049 39.4 23.640 
ioo.o 1!000 100.0 69ooo roo.o 60000 nes lines lines 
Source: Based on Boston's Distribution of Advertising 
It would. of course be interesting to compare this 
with sales ratios, but. unfortunately sales figures were not 
available. This is only an exhibit; a possible approach to 
the problem. Correlated with sales ratios it would help to 
answer two questions--Are we getting our chare of the con-
sumer dollar?--bre we overpromoting or underpromoting some 
items to the neglect of other commodities? 
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The commodities under discussion have also been ranked 
in order or importance linage in each of the nine cities (also 
Providence). Here individual cities may be compared with 
Boston and Boston stores. 
Table .YI 
Rank ot Selected Commodities 
October 1~60 
9 City 
Com. Chi. Clv Det ~ Bkn Phl ~ StL !!h Conso:L 
20 
21 ' 
22 
23 
24 
26 
30 
31 
32 
Com. 
20 
21 
22 
23 
24 
26 
30 
31 
32 
7 
6 
5 
4 
8 
3 
2 
1 
7 
6 
6 
3 
8 
9 
4 
2 
1 
7 
6 
6 
4 
8 
3 
2 
1 
7 
6 
6 
4_ 
8 
~ 
2 
3 
:L 
8 
5 
6 
4 
7 
3 
2 
:L 
Boston 
8 
6 
6 
4 
7 
3 
2 
:L 
7 
5 
6 
4 
8 
9 
3 
2 
1 
s 
T 
R 
I 
K 
E 
F 
... 
5 
6 
4 
2 
3 
1 
7 
5 
6 
4 
8 
2 
3 
1 
;r 
8 
5 
6 
4 
7 
3 
2 
1 
7 
6 
6 
3 
8 
~ 
2 
4 
1 
G 
6 
3 
7 
0 
4 
6 
2 
1 
7 
6 
6 
4 
8 
g r, 
3 
2 
1 
7 
3 
5 
4 
8 
6 
2 
1 
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Table VI 
November 1950 Continued 
Com. Chi. Clv Det 
--
NY Bkn P.hl ~ .§!1 . 
9 Cit:£: 
Wsh Consol 
20 ? ? ? 7 ? ? 7 ? ? 
21 6 5 6 5 4 6 6 6 6 
22 5 6 5 6 6 5 s 5 f) 5 
23 3 3 3 3 3 3 T 3 3 3 
24 8 8 8 8 8 8 R 8 8 8 
25 9 9 9 I 9 9 9 
30 4 4 4 4 5 4 K 4 4 4 
31 2 2 2 2 2 2 E 2 2 2 
32 1 1 1 1 1 1 1 1 1 
Com. Boston. F J G VI 
20 8 8 7 
21 3 3 2 3 6 
22 4 4 4 9 
23 6 ? 5 4 5 
24 7 6 ? 5 8 
25 5 
30 2 5 6 3 
31 1 2 3 2 1 
32 1 1 1 2 
December 1950 
9 Citt 
Com. Chi. Clv Det NY · Bkn Phl Pgh StL Wsh Conso-
20 ---rr -7-7 8 7 ? ? ? ? 7 
21 6 6 6 6 5 6 6 6 6 6 
22 4 4 4 3 3 4 4 5 ~ 4 
23 2 1 2 2 2 2 3 2 · 2 2 
24 8 8 8 7 8 8 8 8 8 8 
25 9 9 9 9 9 9 
30 5 5 5 5 6 5 5 3 5 5 
31 3 3 3 4 · 4 3 2 4 4 3 
32 1 2 1 1 1 1 1 1 1 1 
Com. Boston F J G w 
20 8 - 8 8 
21 5 4 5 3 7 22 2 2 4 2 3 23 3 3 2 4 24 6 6 3 4 6 25 
30 ? ? 6 5 31 4 4 5 1 32 1 1 1 1 2 
It can be quickly noted that although Boston and 
the four stores under consideration compare tayorably with 
the ranking of the individual cities; it checks most closely 
with the cities of New York and Brooklyn. 
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The close proximity between Boston and New York. 
shows a direct effect on Boston's advertising picture. Then, 
of course, the fact New York is for the most part Boston's 
market resource undoubtedly guides Boston's aevertising ac-
tivities. This is quite understandable. All this of course 
only strenghthens the need for close observation of the ad- · 
vertising acitivities of these cities. 
To stress the importance ot the many charts previously 
exhibited and to demonstrate the too close relationship be-
tween sales and advertising, the following two charts are 
presented. Advertising linage, expressed monthly as per cent 
of the total year 1949 have been correlated to the Federal 
Reserve Board monthly sales per cent to the year 1949 for 
Women's and Misses Suits. and Women's and Misses. coats (fur 
trimmed and cloth coats combined}. 
These simple correlation again seem to bear out the 
contention that advertising analysis is essential to good 
planning. Both of these charts also illustrate effectively 
the "in-phase" of advertising, i.e. High volume months are 
given slightly less than their proportionate share while low 
volume months are given slightly more. Again it must be re-
membered that statistics used were nati onwide results. 
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44. 
Individual cities can be plotted in the same manner with a 
great deal of accuracy. Likewise, the computation may be 
carried to the departmental level, but of course with a smaller 
sample the chances for greater deviation is present. This 
should not dissuade the progressive retailer frc:m making his 
analyses. A true analysis year by year will show a definite 
pattern which will reward his efforts with greater pro:fits. 
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III. The Right Price 
A. Imnort ance of Pricing 
The "right price" is a well estab lished by-word in 
ret a iling. But, as is the fate of all basic and fundamental 
expressions, which by their simple directness, try to teach 
sound business tactics, its importance tends to be lightened 
and taken for granted. Most people in the trade will shrug 
their shoulders and remind us that the expression sounds trite. 
But what must not be forgotten is that adherence to these 
"trite expressions" are fundamental to insuring a satisfac-
tory profit. 
The "right price" may be simply defined as having 
your goods marked at the prices at which your customers are 
willing and able to purchase and one which produces a fair 
gross margin. 
The first step to insure "being right" is full 
knowledge of your customer. The store must know the group of 
people in the community to whom it is ap pealing. If the 
store is accurate and complete in its work, the reward in 
increased sales and satisfied customers will more than com-
pensate the time and money spent. 
This knowledge will allow you to seek out the right 
resources so that a consistent quality in merchandise may be 
maintained. Also the opportunity of balancing s took in pro-
portion to the way your customers are buying from you can be 
capitalized upon. These factors of quality, :proportionality 
in stock, reliability of resources, etc. all help and work 
toward the ultimate objective of the right pric e. 
Retailers ha ve sought by the use of price lines to 
faci litat e customer purchase and convince them of qua lity a t 
a pric e . The whole store is geared to vvor k and sell a t these 
pr i ces . ~hy buyer persistent l y s eeks the best merchandis e 
to fit th e price line . But is it the right price line ? It 
is true no one s t ore or one department can ever be all things 
to all pe opl e , but you have to know your prope r pl ace and set 
your price lines so that you will s a tisfy a s n enrly as possi -
bl e the pric e demands of the particular customers to ·whom you 
are making your ma jor appeal. 
46. 
But t he dynamic nature of r e t a iling forbids pr ice 
rigidity. Natura lly the fluctuating prices on raw mat erials, 
labor, etc. has a direct effect on reta il sales prices. Since 
the end of -·iforld ·war II, when prices reached an all time high, 
there was a definite do·wnward trend: in retail prices. Now 
again, with the outbreak of hostilities in Korea, prices have 
begun their upswing. 
And how does this effect your store and your price 
lines? Again an old and fundamental retailing pass word 
answers this query. "Styles change, prices change, markets 
remain." Retailers have seen this expression hold true at 
all times. Styles and prices changes are accepted as the 
li~e blood of retailing. These continuous movements have been 
recognized and can be coped with, but only when full know-
l iedge of· your market is maintained because markets remain 
surprisingly constant. 
47. 
Even in the face of such over all expansion as from 
1940 to 1949, there has been no fundamental change, percent- • 
agewise, in the make up of the market itself. If the seller 
knows the market, he can meet .· i ts demands with styles which 
it wants and at the prices it wants to pay. 
B. Neustadt Study of Price Trends 
A Neustadt Service study of price trends served 
to emphasize this very important rule. The linage of seven 
commodities which would be representative of a Misses or 
Women's apparel and accessories outfit has been totaled by 
price line advertised in nine major cities (New York, Brook-
lyn, Philadelphia, Pittsburgh, Washington, Cleveland, Detroit, 
Chicago, and St. Louis}. These advertised price lines denote 
the price level at which these stores are se eking business 
and at which customers should be buying. The total market 
has been d ivided into three segments. First, the median {or 
medium) price has .been ascertained and is called the medium. 
As the medium is the center of the whole market so the low is 
the median of the lower half of the market and the high is 
the median of the upper half of the market. 
The total market in dollars in each of the three 
TABLE VII 
4 Season Study of Price Centers 
(January-June 1940, 1947, 1948, 1949) 
Seven Comodities from the Women's and Misses' Group 
Silk or Wool Dress 
Blouse 
Suit 
Untrimmed Cloth Coat 
Hat 
Shoes 
Handbag 
7 Commodity Total 
Low 
$ 5~04 
1~46 
11.86 
9~08 
1 .~50 
2~91 
1.29 
$33.14 
~~penditure of 100 Women 
in "Medium" 
Equivalent Number of Consumer 
Units Required at Each Level 
177 
Percent of Total Consumer 
Units 52% 
Silk or Wool Dress 
Blouse 
Suit 
Untrimmed Cloth Coat 
Hat 
Shoes 
Handbag 
7 Con~dity Total 
Low 
$ 9~76 
3~-14 
27~64 
18~14 
4.13 
5~48 
3.20 
$71.49 
Expenditure of 100 Women 
in 11Mediumtt 
Equivalent Nmnber of Consumer 
Units Required at Each Level 
161 
Percent of Total Consumer 50% 
Units 
January-June 1940 
Medium . High 
$10~00 $18~80 
2.26 3.56 
20.88 35~20 
14~48 21~20 
3.58 6.29 
5~10 7~72 
2.31 3.82 
$58.61 ~~96 .59 
$5,861.00 
100 61 
30% 
January-June 1947 
Medium High 
$ 16~00 $28.00 
5~00 7~49 
42.56 64.20 
29.10 47.60 
7~79 16.14 
8~50 14.10 
6.62 15.84 
$115.57 $193.37 
$11,557.00 
100 
31% 
60 
19% 
48. 
4 Season Study of Price Centers 
(January-June 1940, 1947, 1948, 1949) 
Seven Collll!10dities from the Women's and Misses' Group 
Silk or Wool Dress 
Blouse 
Suit 
Untrimmed Cloth Coat 
Hat 
Shoes 
Handbag 
7 Commodity Total 
Expenditure of 100 
Women in 11Medium11 
Low 
$ 8.52 
3~00 
26~94 
16~88 
4.10 
5~45 
2.92 
$67.82 
Equivalent Number of Consumer 
Units Required at Each Level 
169 
Percent of Total Consumer 
Units 51% 
Silk or Wool Dress 
Blouse 
Suit 
Untrimmed Cloth Coat 
Hat 
Shoes 
Handbag 
7 Commodity Total 
Expenditure of 100 Women 
Low 
$ 8~20 
2~37 
24~56 
17.00 
3~89 
5~42 
2.88 
$64.32 
January-June 1948 
Medium High 
$ 16~08 
5~00 
43~40 
27.00 
7.43 
9.36 
6.50 
$114.77 
$11,477: •. 00 
100 
31% 
$ 31.30 
7~34 
65.20 
45~20 
15.36 
14.52 
13.08 
$192.00 
60 
18% 
January-June 1949 
Medium High 
$14.40 
4.30 
39.80 
27.50 
6.74 
8.66 
6.23 
$107.83 
$ 28.00 
6.77 
60.60 
44.80 
13~98 
14~10 
12.00 
$180.25 
in "Medium" $10,783.00 
Equivalent Number of Con-
sumer Units Required at 
Each Level 169 .100 60 
Percent of Total Consumer 
Units 51% 31% 18% 
Source: Priee Line Trend Speech by George Neustadt 
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50. 
levels is considered equal because of the manner in which 
prices are determined·. Each one of these prices is at the 
center of a linage area including 50% of the total linage 
devoted to its commodity. Each center is at the center then 
of an e quivalent expenditure of dollars for space. And ad-
vertising expenditures, as is known, is tied directly to bus-
iness volume. This is the basis of the following study. Some 
discrepancies may be noted which would possibly disturb the 
mechanics of the study but would not upset the rule which is 
being proven. 
In the study, the medium cost is expanded to 100. 
consumers as in 1940 to $5,861. The total consumer expendi-
ture is then computed for both Low and High as a percentage 
of the medium. Thus. 177 Low consumers are the equivalent ot 
100 Medium and 61 purchasers in the High bracket. This is 
a complete appraisal of this market - 52% is indicated as Low, 
* 30% Medium, and ~8% as High. 
Each level expressed as a percentage of the tota~ 
consumer units arrive at the approximate breakdown of 50% 
Low, 31% Medium, and 
~94.0 
1947 
1948 
. ~949 
High of ~9%. 
Low 
_f)2 
50 
51 
51 
Medium 
36 
31 
31 
31 
Hir 
19 
18 
18 
From 1940 to 1949 there has been a 1% drop in Low, a 1% in-
crease in Medium and No change at all in High. 
* 7. 
"It may be shown that despite price movements 
up and down • Low remains. Low in terms of total con-
sumption units, Medium remains Medium, and High re-
mains High. It must be remembered that these fig-
ures represent all the advertising efforts of nine 
major cities in these commodities. This is not a 
cross section -- it is not percentagle sample -- it 
is the complete total of all of the effort."* 
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Thus we can see a fundamental pattern. A pattern 
which when recognized by full and complete knowledge of cus-
tomers will assure the store of continued success. 
Many methods have been employed by retailers to aid 
them in determining what the customer wants. These investi-
gations have been and are conducted by agencies within and 
outside of the store. Unit and dollar analyses are constant-
ly prepared by buyers~ by merchandie clericals or members 
of merchandise control staff. Analyses of want slips and 
lost sales are also made by merchandiers. Complaints and 
merchandise returns analysis holds a great potential cen.ter 
of information for the astute research director. The methods 
are sound and the results when analyzed properly contain a 
wealth of information .• 
An investigation and analysis of advertising will 
not in itself tell the merchant why goods are selling or 
the exact effect which the advertising has created to help 
sell the goods. But the effect of poor or insufficien.t ad-
vertising is quickly felt. The consumer does not buy what 
he does not see is an old adage in retailing, but what is 
* 7. 
more important is that when ·he doesn't know you have it, 
he doesn't shop at all. The merchandiser must be current 
in his advertisements and they must show the goods that 
52. 
people want to buy and at the prices they are willing and cap-
able of paying. 
It has been developed that· the consumer will pur-
chase when in need and at the price which he feel s is right. 
The problem of determing the need, the time when the consumer 
is prone to purchase has been discussed previously, but what 
of the price? What has the retailer done to help him in de-
termining the price and how has he communicated this informa-
tion to the consumer? 
c·. Price Linin.g 
In an effort to aid the consumer in his shopping 
the retailer has created price lines. Price lines are the 
prices at which a consumer may expect the retailer to mark 
on his goods at all times. Previously goods were marked at 
many prices and the consumer was mystified by the slight dif-
ferences. But by carrying full ass.ortments at certain price 
levels, consumer confusion was reduced and stock keeping sim-
plified. The sales person welcomed th.e simplification and a 
better selling job resulted. But the basic problem still re-
mained. At what price levels or lines should goods be marked? 
Internally, the most important factors are past 
and present sales. At what price level is the customer buying 
and in what areas has she purchased in the past? An inves-
tigation and analysis of past sales and records were in or-
der. Externally, competition and his price line must be 
considered. Is competition being met or are we pricing our-
selves too high? 
A store will seldom have less than three price lines. 
In an effort to attract as wide a coverage as possible, low, 
medium,. and high price lines are usually estab1ished. Price 
lines within a department, may vary from year ·to year and 
from season to season (eg. Winter coats--price may be quite 
different from those established for summer coats. Some re-
tailers even specialize in one price line. Eg. Regal Shoe. 
All future purchases will then be made with full knowledge 
that the retail price of the merchandise must coincide with 
the price line established. * 
D. Methods of Distribution of Advertising to Price Lines 
What effect will price lines have on the advertising 
schedule of the store? Naturally, the retailer will review 
the price lines when placing his advertising and will pro-
mote those price lines which have proved most acceptable to 
.· the consumer by virtue _, of his purchases. There are six 
possible methods of distributing the advertising appropria-· 
tion to price lines .• 
* 2, p. 402. 
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SIX METHODS OF DISTRIBUTING TO PRICE LINE * 
1. The appropriation may be distributed to price lines in 
proportion to the dollar volume that each contributes 
to total departmental sales. 
2. The appropriation may be distributed to price lines in 
proportion to the unit volume that each contributes to 
department unit sales. 
3. The appropriation may be concentrated on the three best 
selling price lines. 
4. The whole appropriation may be concentrated on the one 
best selling price line. 
5. The appropriation may be concentrated on the higher 
price line. 
6. The appropriation may be concentrated on the lower price 
line. 
Of the six methods which have been suggested #3 seems 
to be most popular. The method "insures more impressive pro-
motional emphasis on at least three price lines." Customers 
have shown interest in these price lines and therefore the 
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price line will account for the bulk of the volume. The other 
methods extend themselves to the extremes in some manner. #2 
and #6 stress low pri-ce goods to the neglect of better margin 
items and cause a tendency to trade down. #1 may cause a 
spreading of the appropriation over so many price ·lines that 
none will receive ade quate promotion. #5 obviously demonstrates 
another extreme situation of promoting only the higher price 
line while #4 has been used extensively by one price stores--
chain, specialty store, etc. 
* 3, p. 140. 
ttPerhaps the most satisfactory general policy 
is to concentrate on the three to five best sell-
ing price lines; allowing slightly greater than pro-
portionate shares of the advertising appropriation 
to higher price lines and slightly lower than pro-
portionate shares to lower price lines." * 
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Variations will be noted with individual commodities, 
eg. Seasonal goods affording a higher markup, usually high 
price lines, may be promoted early in the season on the as-
sumption that early buyers are less price-conscious than 
those holding off on their purchases. This advertising or 
higher price lines adds prestige to the store and enfixes 
the quality appeal in the minds of late seas.on buyers. But 
for the most part, stores will follow the principle ,of ad-
vertising the three best (volume} price lines. In seasonal 
merchandise, the price lines advertised should drop as the 
season progresses to aid in clearance and stock close-out 
promotions. 
E. Case Study of the Correlation of 
Advertising and Sales 
To challenge this assumption of the advertised price 
~ine and its trend, a study has been made, correlating sales 
and advertising by price zones for a three month period (Oct-
ober, November, December) for a large Eastern. specialty store. 
Highly seasonal merchandise, namely Mlsses and Women's fur 
trimmed coats, Misses and Women's untrimmed coats, Misses 
* 3, p. 143. 
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and Women's suits, and Misses blouses, have been considered. 
Although the time period is rather short, some significant 
conclusions can be reached .• 
The following is the actual sales by price zones. 
(Sales were computed by multiplying unit sales by the average 
of the price zone--the most frequently advertised price was 
used in dealing wi,th open end price zones). All figures were 
then computed on % basis of the total. Unfortunately, it was 
not possible to analyze Women's coats and suits because ot 
insufficient linage. 
Sales. 
Price Line 
To $40 
,f40-50 
50-60 
60-?0 
?0-90 
90-100 
100-130 
130-150 
150 up 
Table VIII 
Misses. Coats Trimmed 
Oct. Nov. Dec. 
4.6."/ 29.8 
11.2 3.8 15.4 
30.8 8.3 5.3 
6.1 12.8 8.2 
23.6 11.1 6.7 
9.5 8.5 18.5 
1.9. 8.7 16.3 
100.0% 100.0~1~~.0% 
Oct. Nov. Dec. 
39.9 95.5 
4.5 
?2.2 19.1 
27.8 
13.'7 
-
27.4 
-
100.0% 100.0% 100.0% 
Trimmed coats hit the ir seasonal high peak in the 
months of October and November, and the advertised price line 
shows that the retailer is cognizant. Although only two price 
zones were advertised in October, s a les were spread through 
all of the upper price zones. But the two advertised price 
zones did produce a greater dollar volume than all others 
Sales 
Price Line 
To $40 
$40-50 
50-60 
60-70 
70-90 
90-110 
110-130 
130-150 
150-up 
Table VIII. Continued 
Women's Trimmed Coats. 
Adv. 
Oct. Nov. Dec. Oct. Nov. Dec. 
.2 
2.5 42.2 19.2 71.7 100 
5.4 4.4 5.9 
24.0 13.1 28.5 92.5 22.3 
11.7 4.5 3.2 
24.5 21.6 25.1 7.5 
21.3 11.0 10.4 
10.7 2.9 7.0 
- -ot: 100.0% 100.0% 100.0% IOC:o% lOO.Ofo 100.0/b 
Source: Company Sales Figures-Linage as computed from 
Newspapers. 
combined. Novemb er appears to be the peak sales month for 
this store in trimmed coats. The advertising was spread 
over four price zones with sales resulting in all but the 
two lower price areas. 39.9% of the months advertising lin-
age was devoted to the i 50-60 price zone and produced 46.7% 
of the month's sales. Some prestige advertising is noted . 
with the promoting of the ~130-150 and ~150-up price zones. 
December finds a decrease not only in price lines advertised, 
but in the amount of linage. Actually only 470 lines were 
used to promote these garments. Undoubtedly, the store was 
seeking a repe at of the succes it enjoyed the previous month 
by promoting $50-60. Even with the small amount of linage, 
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the price zone contributed 29.8% to the total months sale. 
Worthy of note also is the increase in sales in the upper price 
brackets. 
Table IX 
Misses Untrimmed Coats 
Sales ~ 
Price Line Oct. Nov. Dec • . Oct. Nov. Dec. 
To $18 .5 .2 
$18-23 
23-30 .3 33.3 8.1 61.3 
30-40 5.5 · 31.8 14 5.6 41.9 20.8 
40.-:50 44.8 24~3 .1.8 63.9 5.6 4.6 
50-60 9.7 8.4 6.8 1..3 38.9 4.1 
~0-70 ·21..8 16.6 9.8 29.2 5.3 
?0-90 5.3 ?.9 8.8 9.2 
90 up 12.0 10.8 8 .• a 
Source: Company Sales Figures-Linage as Computed 
From Newspapers 
Untrimmed coats finds its highest seasonal peak in 
the spring months of March and April with the O?tober and 
November running a close second. October's distribution of 
both sales and advertising have a high degree of similarity • . 
Over 83% of the month's linage promotions were devoted to 
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t wo price zones ~40-50 and $60-?0 with 67% of the dollar sales 
in return. About 1?~ of the sales were made in price zones 
higher than the highest advertised price zone. This situation 
is f ound again and again ih these comparisons. November's 
advertising is concentrated again in two price zones. But 
the seasonal trend is apparent in that the price zones ad-
vertised in both cases are lower than the previous month-
$30-40 and $50-60. Although a number of price lines were ad-
vertised in December, still the seasonal trend continues. 
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Over 61% of the linage was placed at $ 23-30, evidently the 
clearance price. This seems to complete . the seasonal pattern. 
December boasts the highest price advertised with 9.2% of the 
linage in the $70-90 group. Probably if September were in-
cluded it would show a similar advertised price line distri -
bution. In September the early season promotion of high pri-
ces may forecast the future demands of the market. While in 
December, the widespread distribut ion is probably a clearance 
of merchandise from the various price lines. 
Table X 
Misses Suits 
Sales Adv. 
Price Line Oct. Nov. Dec. Oct. Nov. Dec. 
Per Cent Per Cent 
To $ 23 6.7 -4-;r;- 11.2 2.5 --- 6.2 
$23~0 7.5 9.3 14.6 1.7 56~5 38 
30-40 23.3 13 .6 1.7 .5 17.3 2.7 
40-50 28.1 12.5 ?.3 78.5 40.8 
50-60 3.5 3.6 10.9 
60-70 5.9 2.4 4.3 
70-90 1. 6.3 6.5 
90 up 23.6 47.2 27.6 
100.0 100.0 100.0 100.0 100.0 100.0 
Suits, Women 
Pf~ce Line Oct. Nov. Dec. Oct. Nov. Dec. 
$23 2.1 5.3 .54. 7.8 
23-30 19.8 27.1 6.1 14.7 100 100 
30-40 43.1 22.0 8.0 62.8 
40-50 13.9 9.4 5.1 14.7 
50-60 2.6 9.2 4.7 
60-70 12.3 27.2 22.2 
70-90 5.7 
90 up 
- -
100.0 100.6 100.0 100.0 100.0 100.0 
Source: Co. Sales Figures-Linage as computed from newspapers. 
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The three months period in question actually covers 
the midseason and clearance period :for Misses and Women's 
suits. The height of the Fall Suit Season would usually be 
found in September and October. October's distribution o:f 
linage seems bottom heavy with no recognition given to higher 
priced suits. Although it is true that the greatest concen-
tration of linage produced the highest per cent of sales, the 
relative amounts seem out of line. Over 78% of the month's 
lineage was p~aced at $40-50 with only 28.1% of sales. ~nile 
at ~30-40, 17.3% of the linage produced 23.3% of sales in this 
same month. Over 23% of sales were made in the $90 up price 
bracket with no promotional effort behind it. The situation 
is heightened in November when 47.2% of sales were made in 
the ~90 up zone and the highest price line advertised was $40-
50. Less than 40% of sales were made in prices below $50, yet 
100% of the linage (1470) was devoted to these price zones. 
December with less than 100 lines cannot be seriously consi-
dered for analysis. But again almost 50% of the sales were 
made above the $50 price zones. 
October shows a three price line approach in the 
store's distribution of linage to price line carried. · Ob-
viously the 25.8% devoted to the $18-25 price zone was pres-
t i ge advertising. Although $6-7.99 contributed 33.1% of the 
months sales, it received only .6.3% of the advertising. The 
possibility of blouses being traded up or even more likely 
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Table XI. 
Blouses 
Sales Adv. 
Price Oct. Nov. Dec. Oct. Nov. Dec. 
To $3.99 11.5 12.4 24.1 17 48.5 
$4.00-4.99 4.5 6.3 3.3 ,.. 33 
5.00-5.99 30.8 36.7 35.6 32.6 16 30 
6.00-7.99 33.1 27.3 21.7 6.3 34 12.8 
8.00-10.99 18.7 14.5 12.1 35.2 8.4 
11.00-12.99 .38 1.5 1.5 
13.00-17.99 .8 1.1 1.2 
18.00-25.00 .09 :L .17 25.8 ~ 
25.01-up 
Source: Co. Sales figures-Linage as computed from newspapers 
traded down may explain this situation since both $5.-5.99 
and $8-10.99 were heavily advertised. Surprisingly November's 
linage is so light, an analysis would be ·worthless. Yet 
sates, percentagewise, did not vary much with ~5-5.99 and 
$6-7.99 contributing the bulk of the sales volume. December 
is heavily promoted with a heavy play given to $3 .99 zone. 
$5-5.99 and ~6-7.99 received minor emphasis with i 8-10.99 
being advertised for the first time since October. Sales 
continue to show the ~5-5.99 price zone the most popular with 
the low to-$3.99 price and $6-7.9 9 receiving favorable atten-
tion. Both the seasonal and gift effect can be traced in 
December allocation. 
After considering and analyzing these commodities, 
several questions may be posed about the linage distribution. 
In some items, the emphasis seems to lie with the one best 
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selling price line. Others show a three price line ap-
proach early in the season narrowing down t b the clearance 
prices in December. One disturbing note is that the distri-
bution tends to be too promotion conscious. The whole stress 
is placed on the lower price line despite the fact that the 
upper price brackets contribute more than half of the dollar 
volume, the store may be losing sight of its re~l competi-
tion and is trying to compete with stores appealing to slight-
ly lower income groups. 
The study brings to light several facts beyond the 
actual analysis. It shows that ·a store may adhere to a 
sound advertising plan. despite wide variations from the 
"bestr' approach. Competition, seasonal and climatic changes, 
economic shifts will all cause a revision of business plans. 
But ns ed for flexibility in such situations does not preclude 
the value of planning. For plans and budgets are but a 
guide, sign posts to greater profi ts. 
IV. Analysis of Coat And Suit Advertising 
In Boston Depar~ent Stores 
It has been recognized by advertisers and retailers 
that a close correlation does exist between sales and adver-
tising when considered on a national or even a city scale. 
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This fact has been evidenced by several charts previously dis-
played. Several proponen.ts of these analyses believe that this 
close relationship will be found not only in the city results, 
but also in individual stores. 
It is the purpose of this chapter to compare the ad-
vertising patterns of selected commodities for October, November, 
December 195Q, and danuary 1951, of four Boston department 
stores as well as the consistency and concentration in the 
price line advertised of each of t he stores. The comparisons 
will deal with Misses skirts, jackets, blouses, actives, and 
sweaters, as well as Misses and Woments suits, fur trimmed and 
cloth coats. Certain qualifications must be stated before a 
complete understanding may be made of the following charts. 
An actual day by day lineage count was made of these 
commodities for this period. Three Boston newspapers, the 
Boston Globe, Boston Sunday Globe, the Boston Herald-Traveler 
and Sunday Herald, and the Boston Post, a morning paper, and 
Boston Sunday Post were included. The Record American~ which 
carries approximately 10% of the department store advertising 
in Boston was excluded. In the tabulation, morning and evening 
combinations were counted as one, but other combinations, 
eg.Sunday-Tuesday-Wednesday-were considered individually. 
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Only advertisemen.ts feat uring merchandise above the 
street floor were tabulated. Within the commodity actives 
were included slacks, skirts, ski clothing, peddle pushers, 
etc. Also only merchandise advert ised within the actual de-
partment, eg. Suits-Suit Department, were included in the 
study. 
These facts should aid in evaluating the analyses 
of the following charts. 
Based on personal observation, the stores range from 
conservative semi-promotional to aggressive price promotional 
in their approach to advertising. 
Jordan Marsh Company is probably the most conserva-
tive in their use of "Sale" and price reduction copy to get 
advertising results. Their advert isements carry the tone of 
conservatism and seem in character with the reputation of the 
store. The value of prestige advertisements is well recognized 
by the store and is used freely during the selling season. 
S.ome note must be made of the ~anuary promotion of Jordan's 
celebrating their lOOth anniversary. ~ordan's attempted to 
capture the entire market with a tremendous promotional cam-
paign. The other stores, being studied, took the cue and great-
ly increased their after Christmas and regular ~anuary promo-
tions. One of the greatest promotional battles ever seen in 
Boston took place. Boston department store sales soared way 
above national results for this period. The effect of this 
advertising on the commodities being studied was negligible 
because of the lateness in seasonal picture. 
William Filene and Sons combines prestige advertis-
ing, sale and price promotion and a tinge of conservatism in 
their advertising makeup. Filene•s is unique in the fact that 
it maintains a bargain basement. All of the other stores have 
basement operation, but none have bargain basements. The 
"bargain basement" presents some problem in that price lines 
tend to overlap with main store merchandise. The effect that 
this overlapping has on the amount of promotional effort of 
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the main store is conjectural, but the possibility doe.s remain. 
R. H. White Company has become probably the most pro-
motional store in Boston linagewise. Ranking second to Jordan 
Marsh in the total lineage count computed for this study, R.H. 
White's is developing into a true competitor for Jordan's ana 
Filene's. Their "price" and ttsale" copy start early in the 
season and finish with large promotional c~arances. Although 
not seeking the upper limits of ~ordan's and Filene"s customer 
market, it is definitely making a play for the middle and low 
middl.e customer. 
Gilchrist & Co., the largest independent retailer in 
Boston, ranks last in total lineage, far behind the leaders. 
Catering to a low middle and middle income customer, Gilchrist's 
retains lower prices throughout the season. Their advertising 
s eems to be fairly consistent except for the January promotional 
eruptions, their (109thl birthday mohth. 
These thumbnail sketches will be amplified with 
the actual lineage analysis which follows. 
* * * * * * * * * * * 
A. Misses Coats Untrimmed 
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* 
Chart # 17 shows the monthly distribution of Misses 
coats untrimmed by each of the four stores. Linagewise, Jor-
dan's ranked first; Filene's second; R.H. White's third; and 
Gilcr~ist's last. All four stores were comparable in their 
division of their linage , perc entagewise , with '~Ihite's pl ac-
ing a bit more empha sis on October a nd l ess in Decemb er. 
Filene's and Jo r~an's were almost identical in their distri-
bution. 
The .a dvertised price lines as shown in Chart # 
show a definite pattern of the price trend during the season. 
Early in the s eason, (October}, both Filene's and Jordan's 
f ea tured the ;~40-50 price zone, with pr estige advertising in 
the ~70-90 up zone. Filene's linage count thereafter shows a 
gradual shift as the season progressed. November's emphasis 
lay in the ijj>30-40 and $50-60 zones with almost a 80% {6000 
lines} concentration. The trend continues downward in December. 
Final clearances seem to reach their low at the $23-30 and 
$30-40 zone. Spring promotions in January again force a rise 
with the emphasis shifting to the $40-50 zone and some push 
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at 90 and up. 
Jordan's pattern of price lines advertised closely 
resembles Filene's. Their shift is a bit more gradual with 
continued emphasis in the $70-90 price zone throughout the 
season. The major concentration, though, centers in the $40-
50 price zone early in the season, clearing at $23-30 in Dec-
ember. January is again noted as the harbinger or spring with 
almost every price line featured in the advertisements. 
Gilchrist's again coincides with this pattern, al-
though on a smaller scale. This store r-eatures and maintains 
the $ 23-30, $30-40 zone throughout the season, shifting the em-
phasis r-rom the higher to the lower as the seascn wanes. Some 
prestige advertising is done in both October and January, ($50-
60), the early months of the fall and spring season. 
R.H. White's seems to fall in between the Filene's-
Jordan level and Gilchrist's. October's advertising empha-
sizes the $30-40 zone with a small percentage going as high as 
$60-70. $23-30 is then featured in November with minor empha-
sis continuing in i30-40 zone. December is promoted lightly 
in White's with an increase in January•s· advertising. 
It is very interesting to note that each store a~though 
seeking its own customers, follows the same s.easonal pattern. 
The commodity lends itself easily to analysis because of the 
importance which it holds in the seasonal picture and corres-
pondingly the maount of linage devoted to it. The four stores 
• 
f\ 1..---- - - . 
h ~" • ' I '!'\ 
./"' .v _-;,. 
fD 
~ \ _ ~ 1\9 
j- --
l 
·-
-
I 
' 
~ 
<:) 
~ ~ ... 
... 
~ .... ' --+ ... 
' 
~ ' -') 
' ~~ -· 
~ 
"' I I 
' I 
:. ~ I\) 
'\-
\!t-. 
"' ~-
-
.. , 
I 
~ 
~ -
~ 
-: 
~ 
\ i 
~-
" 
. 
-
" 
r --
' I } ~ 
'\i 
I 
--~ 
I 
I 
~ ~ 
- ~ 
0 
I) 
. \9 
0 ; ~~ 
'; I")! 
--; 
. , ( 
'1) . 
.. \ 
.,. 
1\. ~ ; 
..; 
' 
. ' "' :'1-
"' 
I 
' 
\) 
·-··c;. \() ~! 
1:'\j 
\.. 
' ' I 
1 
' \.., ~ ,, 
__ j _ 
0 i ~ 
I 
"\, I . ~ ~--
; 
· .. ~ : 
I 
,, 
i 
(.,. . 
. ' . 
.. '~-
0 ) 
t ;_.~ 
\) : :· 
-~ :.L 
0 ! 
~~ 
,('. ~ ! 
tQ ; .• 
'·t '1 ' . 
"'' I . : 
' ' : -~ 
·.:.. ~ ! ---t 
I 'i ! ~: Q' ! .. 
~ ln.: 
~ 
' n, 
'*' {6 . 
' . 1:) · ~ 
·- . 
-r- ~ 
-\11 . 
fY) \) 
" 
' {).. 
i! 
~ 
~ 
: o · 
'" ~--
~ 
...., M 
fb ' 
-
10 
-- -
· o 
\ 
1'1) 1 
\Q' 
:,1 
-+ 
I 
I 
I 
! 
i i 
I 
I 
I 
I 
' 
.. --
{ 
I I 
_ ___ l ! .. 
I 
68 . 
~ ~ ~ 
~ \ ~ ~ 
II') 
! ~ 1\1 
~ 
' . ~ 
~ I 
~ 1 
• t 
. 
. ·
} 
"' \ 
-\) 
~ 
. 
•,.- -. 
'\) .,. 
(/\ 
-
' \) -.. 
" 
.\ .... '• 
1~ 
0 ·'! 
"' 
... 
\ 
-
4-. , 
; ~ 
~ · 
·. 
' 
-
-
,_. 
~ 
• 
' "'l 
. l ~ 
~....:. i 
0 
' (") . 
' ' I 
'. t . ~ ... 
I 
-~ I 
' l 
... _ ... f 
' ' 
~~ 
i 
• 
· "1 
... 
t . 
... .. 
\ 
( ... ' 
.. 
~ .\ .. 
• ~~ I : _ . 
\ ··-
0 ·; 
~ '\..: iL'-. l . 
\) ' ~ t 
l t·-
\) l .. 
~ I I 
I 
~ : .• 
I ; 
--
'l i 
I 
-:.I 
. . 
0 
. ~ 
\\o 
.... ~----·--
f • 
. I 
I ) --- ~ ··-1 
::1 
::::. j ~J • 
69 • 
-
! 
I r ::?~ 
I ! . r"') 
L 1---~ 
I 
~ 
-- . ······- - ------- -- ----· --
-I 
·) 
J 
J 
j 
:l' 
l· 
. 
J} 
~ d 
) I. j 
_ _I 
c/ 
:J..L 
.J 
1-
l. 
J 
';I 
•I.] 
~ 
< " • 
'\ . .r . 
:. ~ ~ . ~ 
, 
. 
\-- • : -. <l. 
() 
1--
·l:; 
.I 
. -i ( 
~I •.; 
~ -~ 1'--
u.. j 
I I ) 
I i.d 
!c. I ~ 
:j 
"J 
'.· 
'\ · 
,---
~ 
l 
, I ... 
. I 
~ 
.! 
I ' 
,• . . 1 
• I I ) 
'·.J 
. ... . ...  ~ 
"' ./ 
' I 
I' 
,_ .. ___ _ 
----- - --
1 
'I 
':; 
:i 
u 
! I lJ) 
..io 
•j 
I 
I 
J 
·1 ··-
______ --_ 
,, 
.I 
I 
. ~ j 
I 
l ',!' ' I ' I . \1 
_ _ .. ____ i 
I
I L-=-
l r-
1 ._) 
·O 
I ' ! 
I 
II 1
1 ~...: • > 
i ~ ~ 
. I ; 
;-=:::-! 
f .... I .:::::::-. I j..:.:.:._~-1: , __ 
.... ! 
1..: I 
I. : ... ~ .. 
- ·· ~ ·-· ~ 
1·>· -~ 
r . r·. 
' .. 
: 
~--.. -. 
~---=---! L ----.. _. 
I .. -:-:::-~ 
'/. 
'\ . ~ 
I 
• f 
I 
) I 
I 
I ' . 
I ! I . 
,_____ . 
, ______ _ f- ... _ _ 
i - ==-~--
l-~~::.:.:.__ . ..... • • I . 
Ll:~~- · 
--- -- . 
.f::: -
r~~: 
L 
·• 
,--:--_. l 
1--- -r----- --. 
---
·,j 
-'I 
l 
... 
·, 
. , to 
.J . 
X l 
J rr; 
.L.o 
d <! 
.. l 
! . 
l. 
I ,. 
.. 
) 
I 
_ j 
.~ 
.. 
- -----1 
,J 
' I 
1 
. i \J} 
,. ) ...J 
.J c..J. "' ~ ;.-) 
I I 
.. 
. 
.. 
'I 
J.._. __ .: ; 
• .. . - .. I 
---.... 1 r--, 
I • ·· -:-.-: 
~---.-~1 1 -~
,. .. ---.. 
- -:~_ -~-
-L-:·--t .... ___ -
!--=-··-
-......... 
'I 
I · 
' I 
.: 
I 
I 
:t 
I 
1-
--.----
"' 1 
::1 
•i I. I 
J 1 
, __ _____ , 
. ·' 
·-
-r-----
• I, , 
> 0 
z 
j I 
I I 
i 
; I 
------ .. .. 
. ... . _ r 
_ , 
-:--.. ---
- ·' i 
70. 
'I 
J 
r 7 o t-r 
., 
I 
. .J 
.) 
1 
__ j 
,_ 
' ., 
.. 
1 
•' 
~~ 
.. I· 
' .~ } / 
\}) -
., 
placed almost a third of their advertising in the promotion 
of the commodity. 
The stores differed widely in the amount of promo-
tional ("salen or price reduction) vs-. regular price adver-
tising. Jordan's maintained its semi-promotional character 
with almost 60% of its advertising in regular price line ad-
vertising. The shift within the season is gradual with only 
December and January having a greater emphasis on promotions 
than on reg,ular price advertisements. The other stores show 
their definite promotional appeal with 60% to 90% of their 
linage in "sale" or price reduction advertisements. 
* * * * * * * * * * * * 
B. Women 'a Coats Untrimmed 
The advertising of Women.'s coats untrimmed amounted 
~ 
71. 
to 28,290 lines, about 25~ of Misses untrimmed coats. Leader-
ship in total linage shifted to Filene's with vVhite's second, 
Jordan's a close third, and Gilchrist's :rourth. 
The monthly distribution over the period of the 
stores linage was quite distorted with emphasis upon November 
by Filene•s and White's and October by Gilchrist's and Jordan's. 
Distribution was disturbed by both. the centennial celebration 
in January and a greater emphasis on spring styles. Chart #IS' 
shows the distribution of linage by months. 
72. 
Women's coats are normally overshadowed by the tre-
mendous play given to Misses sizes. Since Misses sizes do 
cover a much greater market, the emphasis given Women's sizes 
suffers. But, as seen in the price line chart, the pattern re-
mains. 
Filene's price line trend can be definitely traced, 
coinciding with their advertised price line in Misses coats. 
October concentration lies in three price zones -- $30-40, 
$50-60, and $70-90. November retains the prestige advertising 
of the ~7o-go, but concentrates upon the $30-40 zone. As the 
fall season draws to a close, the clearance price of $23-30 is 
reached and promoted. Surprisingly, January does not seem to 
effect the price advertised in Women's coats as it has in Misaes. 
The emphasis still remains in 76</o in $23-30 and 24% in $30-40. 
This s erves to emphasize the fact that stress lies upon the 
Misses sizes. The importance of breaking fast in Misses fas.hion 
styles as opposed to Women's. can be recognized but not to the 
complete neglect of one of them. 
Jordan' a advertising als.o follows the overall seasonal 
price movement. Concentrating over '75% of October's linage in 
r . 
$50-60, $60-70 price zones, Jordan's retain their high price 
'· 
opening. November tends to level out with the spreading of' the 
linage over five price zones, with $50-60 s.till retaining the 
largest amount. Only one advertisement of 550 lines appeared 
in December, that -.f eaturing the ~50-60 z.one. January linag·e 
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increased with a new low price zone concentration. In an 
effort to capture the clearance market and emphasize their cen-
tennial celebration, Jordan•s concentrated in the $23-30 price 
zane. Minor stress was maintained in the $50-60 zone. Despite 
these variations, the overall seasonal price trend was retained 
with great emphasis placed where Jordan's presumably wanted it, 
the month of danuary. 
Gilchrist's maintains its price policy of promoting 
the madium and low and shifting its emphasis from medium to 
low as the season progresses. As in Misses untrimmed coats, 
the concentration lies in the $ 23-30, $30-40 zones. 
R.H. White's, like Jordan's spreads its linage over 
several price zones at the beginning of the season. "Regular 
price" advertisements dominated in October with some prestige 
advertising in the $50-~·0 group. November sees the shift back 
to "sale" and price promotions with the bulk of the linage 76~ 
-(2400 lines) in the i 23-30 zone. December is advertised lightly 
with a sharp increase in January. $23-30 is again pushed in 
January with no signal of the beginning of spring advertising. 
Jordan's again retained its emphasis on regular price 
as oppos..ed to "sale" advertisement with the other stores. push-
ing their promotions. 
* * * * * * * * * * * * * * 
c. Misses and Women's Coats, Trimmed 
R.H. White's. assumed the linage leadership in both 
Misses and Women's tr~mmed coats for these months. Jordan's 
and Filene•s were second and third respectively in Misses and 
reversed their position in Women's tr~ed coat linage. The 
fact that the trend seems away from fur trimmed cloth coats 
did not seem to deter White's from pushing the commodity. The 
best proof which could be offered of its wisdom would be sales 
figures which unfortunately are not available. 
77. 
Both loxdan's and White's pushed the month of October, 
while Filene's main drive was centered in N~vember. December 
again suffered linagewise but the stores quickly resumed their 
advertising in January. Gilchrist's did no advertising in either 
December or January. · 
!'ilene's advertised lightly in both October and Dec-
ember, pushing almost 90% of their promotional effort into 
November and January. October featured the 170-90 zone in the 
small amount of linage expended during the month. The store 
seems to hit its stride November with over 45% of the total 
linage. A rather interesting spread is noted in the advertised 
price line. Starting at $50-60, Filene's seemingly distributes 
their advertisement to three general price centers, $50-60, 
$70-90, and fl30 up. December's small count returns the em-
phasis to the lower end of the price scale. January with 44% 
of the total line again spreads the emphasis to three price 
'78. 
zone approach, f50-60, $70-90, and $100-130. The pattern ot a 
seasonal price trend is not as obvious as in the other commod-
ities, but still can be seen. One possible explanation is the 
lateness of 1950 Winter season as well as the cautious purchas-
ing on the part of the buyers. 
Jordan~s concentrating in October, centered its ad-
vertising in its highest price zones- $130-150, $150 up with 
minor emphasis as low as $70-90. November shif"ts the bulk of" 
the linage to the $70-90, the start of the seasonal decline. 
December linage is insufficient for a true analysis. Jordan's 
again in January hits a new low with clearance at ~69-70 and 
minor emphasis at $90-100 and ~100-130. 
Gilchrist's does not approach the leaders in linage 
nor in price. Some promotion is attempted at $60-70 in October 
and dropping to $50-60 in November. December and January are 
not advertised. 
White • s vigorous.ly promoted Women and Misses trimm.ed 
coats throughout the season. Concentrating $50-60, $70-90, 
and $100-130 price zones· in. October. Whi.te 's gradually returned 
to the normal seasonal pattern. November saw the downward shift 
with the dropping of the $100-130 prestige advertising. By 
December, $40-50 zone received some play with the heavy con-
centration in $50-60 and $70-90. January clearance prices 
centered in $40-50 with some minor emphasis as $70-90. What 
is more significant is the fact all of the advertisements were 
of the ftsale" and "price reduction" nature. Unlike their previaus 
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pattern in which some "regular price" promotion appeared early 
in the season, White's jumped right in with price promotional 
ef'f'art. 
dOrdan's again retained its semi-promotional approach 
with only January's "regular price" ef'f'ort outweighed by its 
"sale" ef'f'ort. Filene•s still remained promotional in nature. 
The analysis of' Women's trimmed coats parallels that 
of Misses trimmed coats. All tour stores emphasized the same 
price lines and cleared at the same le~el. 
* * * * * * * * * * * * 
D. Misses and Women's Suits 
Filene•s assumes the linage leadership in both 
Mlsses and Women's suit advertising in this period. Jordan's 
again finished second with White's and Gilchrist's in that or-
der. 
It must be remembered that September is the height 
of the fall suit season so that the trend of the advertised 
price line has already started its downward spiral. This be-
comes more apparent when a comparison is made with January's 
spring advertising .• 
Filene's promotion in Misses suits centers about the 
$40-50 zone durll1g October with minor emphasis on the lower 
price lines. November maintains the push in this zone but also 
86. 
strongly promotes the $ 23-30 price group. December's linage 
was meager and did not afford an opportunity for analysis. 
Whereas January again heralded the coming of spring with increas-
ed attention to this popular spring seller. Price lines as 
high as $ 60-70 were advertised although the major emphasis was 
concentrated at. i 30-40. 
Jordan's seemingly pushed their fall season early 
with October featuring a low $23-30 zone. November's promo-
tion spreads out over a high, medium, and low price zone. 
"Sales" promotions were at f 23-30 with some emphasis at $40-50 
and $~W up. The pattern is again distorted by the advertising 
of the $40-50 and 150-60 zones in December. This concentration 
is repeated in January with minor emphasis again at $ 23-30. 
Jordan's advertising pattern has been seemingly upset by know-
ledge of the planned J"anuary promotion.· In some cases the ad-
vertising manager seemed to hold back some in season promotions, 
all with an eye toward the J"anuary sale. 
Gilchrist's did not venture stnongly in this line 
-
with less than 3% of the total adv.ertising linag·e for this com-
modity. All of this was placed in the lowest price zone. 
White's placed about 23% of the total advertising lin-
age o:f .Misses. Suits.. The October advertising emphasized the 
$ 23-30 and i 30-40 price zones. This again is below the adver-
tised price lines of Filene's and Jor dan's for this month. 
White's continue to follow their normal pattern with the promo-
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tion of the $23-30 group in November. December is pushed a 
bit more than the other stores with the lowest price line-to 
$23-being emphasized. January's only promotion is a "regular 
pricett advertisement at $50-60. This. no doubt is also their 
September high point. 
93. 
Women's suits like all other women size ready-to-wear 
is lightly promoted by these stores. Filene's does 62.5% ot 
all the advertising, yet has only 1410 lines. Approximately 
the same price lines are pushed with minor variations. The lack 
of volume 1n relation to Misses suits undoubtedly explains the 
minimum of linage. 
All stores ad-here closely to their individual pa.tterns 
both in the advertised price line and the ratio of "·sale" and 
price reduction advertisement& to regular price line promotions. 
V. Analysis of Sportswear Advertising 
in Boston Department Stores 
Sportswear has become increasingly important in 
both the profit and volume picture of retail stores. Un-
fortunately, as is the case in many other groups of related 
commodities, the general classification is the only one ana-
lyzed instead of' the commodities which make it up. The ana-
lysis as presented will deal with Misses skirts, sweaters 
94. 
and blouses. Statistics will be shown also for Misses jackets 
and actives, but no formal analysis will be attempted because 
of insufficient linage. 
A. Blouses 
Chart IJOIOI. shows that over 2500. lines were expended 
by the four stores in their drive to promote blouses during 
the period. This sum, of course, excluded a large portion 
of' the tremendous effort which most stores plac9d on blouses 
during December. The "impulse buying" nature of blouses and 
importance as a gift item necessitated its position on the 
street floor. But it must be remembered that the study deals 
only with advertisements of regular upstairs departments. 
J"ordan•s, led the four stores in linage, with White's, 
Filene's and Gilchrist's following the leader in that order. 
In the monthly distribution of the appropriations, the stores 
agreed on the value of October as a promotional month. Nov-
ember· was very lightly handled by Filene's, while Vlhite's 
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98. 
was placing almost 25% of their advertising. Filene's led 
all stores in December promotions, with J"ordan's running a 
close second. The order was reversed in January with Jor-
dan's centennial celebration committing the store to a greater 
promotional effort. The pattern of advertised price line in 
blouses is followed on the whole by all stores, yet with dif-
ferent emphasis. 
Filene's October promotions center in $5-5.99, $8-
10.99 with effective prestige advertising at $18-25. The 
wide spread in the price line advertised affords an appeal 
to several segments of the market. November tends to be ne~ 
glected by Filene's and probably unjustifiably. Again the 
thought of the extent of street floor promotions tends to 
mitigate any harsh resolution or condemnation. December is 
featured very strong with a new appeal in the advertis ed 
price l i ne . r eviously some not e was ma de of the higher J"an-
uary pric e line advertised in suits and coats. The r eason 
·was evidently the beginning of the s pring season. Ho·wever, 
in blouses a ris e is seen in December, but for another rea-
son. Blouses hf'.ve , of course , a great deal of "gift appeal" 
and as such is pr omoted in the Chris t ma s period. In an ef-
fort to capture the entire market from one extreme t o t he 
other, blouses, this universal gift item is f ully &dvertised. 
De cember finds almost 5or6 of the month's advertising in 
to-~3.99 price zone with emphasis in the $5y5.99, · 6-7.99 
-_:--· ···=-:---.-:: / 
-
and $8-10.99. January falls away with very : ittle_:=_p:r:om.ot .f:o_n 
attempted. 
/ ._ 
-
Jordan's, on the other hand, places m-ii!~-~!!5P~a-sis 
-
on the lower price lines throughout the Christmas season. 
- I 
In October and November 50-60% of the linage is concentrated 
below $5 with minor push given to $5-5.99 in October and 
$6-7.99 in November. December Cinds less than 12% of the 
month's linage in the lowest price zone with major drive cen-
tered at $6-10.99. January at Jordan's continues to find 
the emphasis at the central range of prices, with all adver-
tisement of a regular price nature. 
Gilchrist •·s again plays a minor role in the Boston 
advertising picture. Contributing only 4.9% of total linage, 
Gilchrist's split their appropriation between November and 
January emphasizing in both months the lowest price zone (to 
$,3.99). 
99. 
October finds a widespread distribution of advertised 
price lines at White's. With major empha sis at $5y5.99, and 
minor at $3.99, $8-10.99, Vfuite's follows the other store ex-
ample of playing a high, low, medium price line early in the 
season. November differs slightly with a slight shitt down-
ward to $4-4.99 and $5-5.99. Christmas here again plays a 
major role in determining the advertised price line. The 
downward trend is halted with new interest centered at a higher 
level. $6-7.99 becomes the new strong point with minor emphasis 
100. 
at both $5-5~99 and $8-10.99. January's promotion is li-
. ·-
mited to ori.e advertisement at to-$3.99. 
Blouses advertising does form a pattern which will 
probably be found in most ready-to-wear gift possibilities. 
Surprisingly, Fllene's devotes the greatest attention to the 
lower price line in December while the other stores tend to 
shift their push to higher priced items. Also, Filene's and 
J"ordan's are the only ones who advertise a price line over 
$11 but even in these stores, the emphasis is small and pro-
bably prestige advertising. 
The four stores seem to do a little more regular 
price advertising in blouses. Both Filene "s and Jordan •·s· do 
proportionately more regular price than "sale" and "price 
reduction" advertising for the period. Gilchrist's and White's 
are just t he opposite. Undoubtedly Christmas gift nature, ot 
the article,. is a big factor in this change. 
* * * * * * * * * * * * * 
B. Sweaters 
Sweaters also fall into the cat egory of Christmas 
gift items and the emphasis most stores. place on December 
substantiates its gift importance. October and J"anuary are 
promoted lightly by the stores while November and December 
capture the bulk of the linage. 
Filene•s, second in total linage to R.H. White's ex-
101. 
tended the greatest effort in December. October finds the 
., 
$6-7.99 price zone emphasized while November indicates the 
seasonal trend with a shifting of the linage concentration to 
to-$3.99 and $4.-4.99. In December,. Filene•s reverses its pre-
vious pattern in sportswear items and promotes a much higher 
priced sweater. December's advertised price line concentrates 
at i 8-10.99 with some advertisements featuring price lines as 
high as $18-25. In both blouses and skirts, Filene's has ad-
vertised the lowest price line in December. Sweaters were not 
promoted by Filene's in danuary. 
Jordan's ranked third in total linage for this period. 
The pattern displayed in previous sportswear items is main-
tained by Jordan's in t heir promotion of sweaters. October 
finds a widespread distribution of linage among the several 
price zones with some concentration at $.4-4.99 and $8-10.99. 
November follows with t he shifting of the emphasis to to-$3.99. 
Some minor attention is still given $5-5.99 and 8-10.99. The 
Christmas effect on Jordan's December make up of advertised 
price lines is quite apparent. The promotions are widespread, 
starting at $5-5.99 and continuing up to $13-17.99. January's 
promotional ettort drops from December's spread to a lower 
level and directs attention at $4-4.99 and $5-5.99. 
December is the only month of this period in which 
Gilchrist's expends any appreciable amount of linage for 
sweaters. But even here Gilchrist's follows its pattern by 
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105. 
placing 90% of the linage at to-$3.99 and 10% at ~5-5.99. In 
previous sportswear advertising, Gilchrist's also placed its 
emphasis on the lower price zones. 
Only two price zones to-$3.99 and $5-5.99 were ad-
vertised at White's in October. But November found a widespread 
distribution of linage with promotions featuring prices from 
to-$3.99 to $13-17.99. These same price lines were given a 
heavy play in December. It must be noted that although the 
number of price lines covered was large, the heaviest concen-
tration was still at to-$3.99. January features clearances 
at the lowest price zones. Usually when vYhite's promotes at 
a higher price in the earlier stages of the season, the ad-
vertisements were of a regular price nature, but not in this 
ease. Only December's advertisements were of the regular price 
appeal with the other months featuring "sale't and price re-
duced merchandise. 
Again J."ordan's and Gilchrist's were the only stores. 
which had a greater percentage of regular vs. "sale" adver-
tisements. It is not unusual in the case of Jordan and only 
serves to strengthen further its classification. V'lli.ile in the 
case of Gilchrist's the fact that tae store limited its pro-
motions to the month of December, amply explains the pheno-
menon. Both Filene 's and V"vnite 's held true to their ratios 
by devoting more lines to "sale" promotion than regular price 
advertisements. 
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C. Skirts 
Skirts received a surprisingly strong play, rela-
tively speaking, by the four stores during this period. Over 
32000 lines were devot ed to skirt promotion more than either 
blouses and sweaters. Jordants lead the linage count followed 
by White's, Filenets and Gilchrist's. 
The monthly distribution of linage shows a very in-
teresting situation. The early season lead was taken by 
White's which devoted over 45% of i t s seasonal linage to the 
month of October. J'crdan 's then stepped in and carried N.ovem-
ber by a wide margin. December's promotional lead was captured 
by Filene's with White tts again dominating the field in January. 
Filene's displayed a s.lightly irregular advertised 
price pattern. October 's light effort was directed at the 
$5-5.99 price zone with minor emphasis at $6-7.9~. But Novem-
ber and December both were concentrated heavily at the bottom 
of the price structure. Over 73% of the total linage could be 
found in these t wo months and all of it was promoting the to-
$4.99 price zone. January found little change with 81% o~ the 
month's linage at to-$4.99 and the rest at $6-7.99. This heavy 
appeal seems to coincide with Filene's blouse promotion. 
Jordan's October spread was quite wide, with no sub-
stantial concentration at any price except to-$4.99. Novem-
ber's emphasis also was centered at to-$4.99 with minor em-
phasis at $8-10.99. The attention of the store shifted upwards 
113:. 
in December to $5-5.99 and January s.howed a continued spir-
alling trend to-$6-7.99. Undoubtedly clearance promotion was 
not the aim of J"ordan 's in January, but rather an introduction 
of spring ready-to-wear. 
Gilchrist's was again inclined to remain at its "best 
price" line throughout the season. Devoting all of its linage, 
over 4000 lines, throughout the season to-$4.99. Gilchrist's 
was undoubtedly hard pressed by a similar concentration of 
promotions by the -larger stores. 
White's conformed to their previous plan with wide 
disbursement of price lines advertised in October, but still 
concentrating at to-$4.99. Following the pattern of the other 
stores, Wnite•s quickly shifted their main emphasis to-$4.99 
during the months of November, December and January. December 
and January did find some minor emphasis as high as $8-10.99 
but on the whole, no variations can be seen. 
The battle for the skirt market seems accentuated 
by the amount of "sale" and price advertisements. Even J"or-
dan's who had maintained a high ratio of regular to sales ad-
vertisements dropped to a point where regular and sale were 
almost equal. Filene's was predominantly "'sale" promotion 
as was ~Vhite's. Surprisingly enough, Gilchrist's reversed 
.. 
prior form placing greater percentag.e- of regular than "sale" 
advertisements. 
~e analysis seems to indicate that the consumer 
found the lower price lines to its liking and where previously 
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the larger stores usually cleared at the Gilchrist's price 
they were forced to clear sooner than they expected and even-
tually competed at that price. 
The analyses, although factual and rather extended 
in nature, substantiates almost unequivocably the descrip~tons 
of the stores as s et forth in the beginning of the chapter. 
Each store followed its pattern of advertised price line with 
little deviation. The price lines advertised also indicated 
the level at which the store sought and served their markets. 
Each store held true to his pattern. 
A definite s.easonal price line trend was also set by 
the four stores. The early season high price regular adver-
tisements were quickly disposed of by some stores and allowed 
to remain a bit longer by other stores. As the season pro-
gressed, the price line advertised dropped and clearance sales 
set in until either the Christma.s season or spring fachion re-
versed its downward trend .• 
* * * * * * * * * * * * 
D. Weighted Average Retail Frice 
One further statistical analysis was made of these 
price line figures in an effort to determine the relative 
position of the four stores according to their price appeal. 
An average weighted retail price was computed for each commod-
ity for each store. Its results also corroborated the findings 
118 • . 
of both the previous analyses and my personal observations 
of the stores. 
In order to obtain this weighted average of retail 
prices, it was necessary to weight each price zone. In most 
cases, the average of the extremes of each price zone was used, 
eg. $79-90 price zone-$80 was the average employed. In the 
other cases, where the price zone was of the open end variety 
the most frequently featured price was used, eg. to-$3.99 
(2.99-3.99), $3.50 was used. These weights were then multi-
plied by the amount of linage which the store devoted to the 
price zone for the season. The weighted averages were then 
totaled and divided by the total store linage for the commodity 
for the season. This process was applied to each commodity for 
each store and the resul ts are as follows: 
AVERAGE \VEIGHTED RETAIL PRICE 
Commoditz Filenets Jordan's Gilchrist's White's 
Misses Coats Trimmed 89.95 94.62 58.75 73.15 
Women's tt " 68.50 81.91 61.55 64.20 
Miss.es Coats Untrimmed 43.19 50.93 24.'14 34.40 
Women's tt tt 40.16 45.89 32.11 29.88 
Misses Suits 39.94 38.4.2 20.00 31.45 
Women's n. 33.57 26.50 20.00 31.58 
Blouses, Misses. 6.45 6.20 3.50 5.91 
Skirts, 
" 
4.42 5.90 4.02 5.54 
Sweaters, " 10.00 6.97 3.71 5.77 
Jackets, ft 10.03 9.50 12.69 
Actives., i i 9.50 9.62 5.10 5.74 
Source: Boston News.papers, October 1, 1~0-January 31, 1951 
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The method may properly be criticized because of the 
effect that the extremes. play in arriving at the answer, but 
of course other factors outweigh the disadvantages. The plan 
was consistent in its dealing with all stores and also the ex-
tremes do tend to supplement the appraisal of the stores in 
the consumer minds. 
This average weighted r etail price substantiates the 
previous sketches of the stores. Filene's and Jordan's dom-
inate the field pricewise with White's, third; and Gilchrist's 
last. In the nine items analyzed, J'ordan-'s led in five and 
Filene•s in four. AB befor e , jackets and actives could not 
be inqluded because of insufficient linage. 
The prestiage advertising done by tihese stores was 
the determining factor in placing them high in the average ad-
vertised price. But the fact t hat prestige advertising was 
done, and it does have a powerful effect in selling other mer-
chandise prevents its removal fromconsideration. Both Filene•s 
and Jordan's did ret~in their higher advertised price line 
much later in the season than did Vfuite•s. Eventually, it is 
true, they dropped to the clearance prices which White's had 
promoted earlier in the season and Gilchrist's almost from the 
beginning. Some exceptions were noted and explanations advan-
ced. 
The analyses as set forth did not attempt to cover 
the advertising plans , or the advertised price line of the 
four stores. But rather it suggested as an approach to a 
better understanding of retail advertising. Price is pro-
bably the most important factor in retail advertising and 
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as such deserves a great deal of consideration. The atten-
tion devoted by stores to the timing of ad.vertisements and to 
their advertised prices will be well rewarded. 
VI. An Evaluation of the Medium 
"The newspaper has become the backbone of the re-
tail advertising structure." * Of the media available to 
the retailer, his choice has centered predominantly about 
the newspaper. The advantages which the newspaper possesses 
as an advertising medium are well known, yet the retailer 
must discriminate in his choice. 
Before a store can decide to use a particular news-
paper, many factors must be considered. First and foremost, 
the character of the store and the tone of the newspaper 
must coincide. Not only is its editorial policy, the type 
of features it runs important, but also the nature of its 
advertisers, and general coverage must be considered. All 
of these factors affect the type and character of the news-
paper readership. ~ust as the character of a newspaper rea-
dership is unique, so is the patrons of a particular store 
and unless the two are congruent, the medium is unsuitable 
for promotional purpose. Full. knowledge of a store's cus-
tomers is as essential in the selection of media as is in 
the merchandising for those consumers. There must be an ac-
tive and current appraisal of these customers. A store ex-
ists on its present clientele and while it continually seeks 
new customers., its prime concern is the satisfying of its 
* 3, p. 385. 
IHJ.. 
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present clientele. 
These above prerequisites may or may not completely 
restrict the rete.iler's choice to one newspaper. If' more 
than one paper is available, other qualifying information 
must be sought. The quantity and distribution of its circu-
lation are of prime importance. Newspapers furnish rel.iable 
information to the A.B.C. (Audit Bureau of Circulation) as 
to the actual paid circulation, which is available to the re-
tailer. In an effort to "sell" their paper, the research 
departments of newspapers have determined a vast supply of' 
information as to the distribution of their papers. 
Where does the newspaper go? How many are sold in 
the trading area to potential or actual customers? What is 
the num.ber of home deliveries as opposed to newstand circu-
lation? All of these factors must be considered as well as 
the relative merits of Sunday, morning, and evening papers. 
Circulation must be remembered not as the sole cri-
terion. A newspaper may have smaller circulation yet because 
its readership coincides with the character of the store and 
its customers, its selection will be enhanced and its net 
effectiveness will be much greater than other papers. In 
the issue of Time magazine of' September 2, 1946, is stated, 
"Boston is top heavy with newspaper. It has eight and only 
New York City with nine dailies has more." Among the eight, 
the Herald stands second lowest in daily circulation and low-
est in Sunday circulation and owes its prosperity to adver-
tisers' knowledge that it is read by the people with most 
money." *" 
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The third factor used in choosing a newspaper is, of 
course, cost. When the fact that some department store line-
age count runs into the hundreds of thousands is considered, 
cost assumes a position of greater importance. Linage costs 
are usually computed on two bases - milline rate and tru-line 
rate. Mllline rates is the cost or rate per line per millions 
of total circulation or the cost of reaching one million rea-
ders with one line of advertising. The tru-line rate, a more 
accurate measure has been developed in recent years. The tru-
line rate is the rate per line per million of circulation with-
in the trading area (area around city in which potential cus-
tomers do or may reside). Obviously, the tru-line rate gives 
a much clearer picture of the cost of reaching a store's cus-
tomers. 
In the analysis of the advertising of the four Boston 
department stores, the material was secured from three Boston 
newspapers: the Herald-Traveler, the Boston Globe, and the 
Boston Post. The Record-American, although it has the largest 
newspaper circulation in Boston, was excluded because the stores 
in question apportioned little of their advertising budget to 
this paper. This is a clear cut example of a paper with a 
large circulation being shunned in favor of the character of 
* 1. 
the readership of the other papers. The results of this 
work are not completely conclusive, but do bear out previous 
analyses. Of co~se, the limitations as to the number or de-
partments and commodities and the fact that only four months 
were studied, must be considered. The newspapers used do 
bear a great deal of s i milarity, yet some basic differences 
can still be noted. 
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As stated in the Times article, the Herald or more 
properly, the Herald-Traveler, appears to reach the "money-
centers" of Boston '·s large trading areas. The fact that this 
paper has the largest amount of lineage, yet boasting the high-
est milline rate classifies Boston department stores as seek-
* ing quality in preference to quantity. 
The Boston Globe is predominantly a city newspaper 
with the greatest proportion of circulation within the 30 
mile trading area around Boston. The Globe seems. to offer a 
** good medium for reaching the steady trade. 
"'Beyond the city and suburban Boston areas, the Re-
cord-American has the largest circulation and the Fost runs 
second with the Herald-Traveler and Globe following in that 
*** order." 
"In order to reach prospective custaners in Maine, 
New Hampshire, Vermont, and Rhode Island, statistics prove 
* 4, p. 44. 
** Ibid • . 
*** ' 
· Ibid. 
125. 
it would be wise for the Boston department stores to adver-
tise in the Boston Post and RecCD."d-Am.erican. The Post is con-
sidered a good mail-order paper as it has a large out-of-town 
* circulation." 
The Boston Post is the only morning and Sunday paper, 
the others publishing a morning and evening edition besides 
the regular Sunday paper. It ranks closely with the Herald 
in its conservative approach as the Herald's partner, the Tra-
veler {Morning Herald-Evening Traveler} simulates the Globe 
in a more liberal and local outlook. 
To determine each stare's preference in papers, all 
linage was classified by store and 'by newspaper for those com-
modities studied. The advertisement themselves were also 
classified as either "regular" or "sale promotions. The word 
promotion, as has been used, refers to a regular price line 
promotion. While a price or "sale price" promotion is defined 
as an advertisement 1n which the word "sale" appears or a 
price reduction is mentioned or is actually apparent. 
The breakdown is as follows: 
Filene•s 
Of the 97000 lines, Filene's expended during this 
period, over 44% was devoted to the Herald-Traveler, and 4~ 
to the Boston Globe. This would seem to bear out Jrevious con-
tentions. Of the total lineage, 71% was used in "sale price" 
promotion with only 29% for regular price advertising. Again 
* 4, p. 44. 
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TABLE XII 
FILENE'S ADVERTISI NG DISTRIBUTION TO NEWSPAPFRS 
October, 1q5o - January, 1951 
Her.-Trav. Globe Post Total 
Commodity Pr nm. Reg . Prom. Reg . Prom. Reg . 
Misse s ' J acke ts 
Misses' Skirts 
F~asses' Sweaters 
Misses' Blouses 
Misses' Actives 
Misses' Suits 
Misses' Trimmed 
Misses' Untr1nnned 
Women's Suits 
Y!Jomen' s Trimmed 
Women's Untrimmed 
3390 
2 550 
30 
90 
4175 
3415 
5185 
360 
2930 
2025 
1690 
2430 
3005 
1655 
2765 
325 
5090 
2195 
1550 
1520 
1000 
6830 
2345 
9190 
1035 
3660 
3600 
1195 
1385 
675 
2160 
2100 
540 
1020 
1450 
630 
85 
1045 
6920 
15 
1040 
1860 
0 
7650 
'7950 
5860 
3130 
14530 
9290 
29085 
1410 
7630 
300 10520 
TOTAL 24150 19155 30730 8655 14065 300 97056 
TOTALS 
% of Total Promo-
tional a nd Regular 
4:3305 39385 
Advertising 35 . 68.1 44.5 30.7 
% of Promotional 
ann Regu lar Adver-
t i sing by News pa per 55.7 44.3 78. 
Total Promotion 
Total Regular 
22. 
14365 
20.5 
9'7.9 2.1 
('71.0~0 68945 
(29.0%) 2 8110 
97055 
SOURCE: Bos t on Globe, Herald- Trave~er, and Post 
October 1, 1950 - January 31, 1951 
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the question has been asked whether Fllene's may be too pro-
motion-minded. A 70%-30% breakdown seems to go quite to 
the extreme for a store of this nature. 44.5% of the "sale" 
promotions were devoted to the Globe with only 35% to the 
Herald Traveler. Whil e 68% of the total regular promotions 
were found in the Herald-Traveler and only 30% in the Globe. 
This seems to follow t he pattern of these newspapers. 
Filene's only places about 15% of the advertisements 
of these commodities in the Boston Post, and surprisingly 
enough· over 95% of the lineage in the Post was classified 
as "sale" promotional. This seems to refute the supposed con-
servative nature of the paper and the type of advertisements 
which would appear in it. But the discrepancy is probably ex-
plained by the fact that the Post is an A.M. paper. Morning 
newspapers usually tell of the merchandise offerings for that 
selling day, and since morning papers are home delivered to a 
greater extent than are evening papers-, it presumably reaches 
the housewife. As such, possibly a greater inducement is 
needed to draw the housewife to the shopping area. The even.-
ing paper's advertisement, ot course, can be mulled over and 
the purchasing decisi on made after some consideration. Nor-
mally, A.M. papers are well fitted to sell "impulse" merchan-
dise - hosiery, lipsticks, etc. - purchases that can be made 
quickly and without shopping. 
A quick perusal shows that no one item is advertised 
in any paper predominantly, but rather the distribution is 
TAOLE ~Ill 
J6RDAN'S ADVER~IS~NG DISTRIBUTION TO NEWSPAPP,RS 
October, 1950 - January, 1951 
Her.-Trav . Globe Post 
Commodity Prom. Reg. Prom. Reg. Prom. Reg. 
Misses' Jackets 25 1,800 25 25 
Misses' Skirts 3060 2630 410 2580 2245 790 
Misses' Sweaters 20 1265 620 2300 1520 1260 
Misses' Blouses 1290. 5320 30 2500 30 1220 
Misses' Actives 450 2805 30 1650 850 610 
Misses' Suits 1575 4215 2175 1575 2000 
Misses' Trimmed 940 5050 940 3010 40 2060 
Misses' Untrimmed 5820 18215 4205 1430 5830 8720 
Women's Suits 400 
Women's Trimmed 2880 1160 945 2000 
Women's Untrinnned 805 H~40 880 1120 1365 1935 
TOTAL 16870 43900 10260 14590 15480 18595 
TOTALS 60770 24850 34075 
~~ of Total Promo -
tional and Regular 
Advertising 39.5 56.9 24.0 18.9 36.5 24.2 
c1 f D t• 1 1o o.. J. romo J.ona 
an~ Re gular Adver-
tis ing by Newspaper 27 . 7 72 .3 41.2 58.8 45.4 54.6 
Total Promotion (35.6r: ) 
Tr.tal Regular (64.4%) 
SOURCE: Boston Globe, Herald-Traveler, and Post 
October 1, 1950 - January 31, 1951 
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'l'otal 
1875 
11715 
6985 
10390 
6395 
11540 
12040 
44220 
400 
6985 
7145 
119690 
.-....-: 
42610 
77085 
11969 0 
3 =·---:::: 
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quite widespread. 
Jordan's dominated the total lineage picture with 
over 119000 lines. As is expected, the Herald-Traveler re-
ceived the majority of lineage with over 51%. The Post ranks 
second with the Globe third. Seemingly, the Post corresponded 
more to Jordan's customer and appeal than does the Globe. 
Promotion wise, Jordan's placed about 65% of adver-
tising into regular price line promotions. Of the regular 
price line promotion, the Herald has the greatest total amount, 
actual and percentage wise, and no one paper has more "sale" 
than regular promotions. 
Jordan Marsh tends to place their higher price ready-
to-wear advertisements in the Herald-Traveler and the Post. 
Vihen the Globe is used in the more expensive items, the ad-
vertisements are mostly "sale" promotions. This discrepancy 
is not as apparent in t he sportswear items.. Evidently Jordan's 
does not feel that the Globe represents a high income market, 
but rather a mass popular price market. Jordan's and Filene's 
differ sharply on this issue. 
Chart f/ 11{ shows Gilchrist's distribution of lineage 
to newspapers for the four month period. Although Gilchrist's 
supposedly appeals to a lower income group than both Filene's 
and Jordan's, the pat tern of distribut i on par allels those 
stores. Gilchrist also places 56~ of the ir lineage in the 
Her ald- r ave l er with the Boston Globe second with 291&. I f the 
HAr a ld- 'r r ave l er is suppos ed to be a medi um to the "money cla sseS'' 
130. 
/A B L £ J?TiT 
GILCHRIST' S ADVERTISI NG DI STRI BUTION TO 1-TE !SPAPERS 
October, 1950 - January, 1951 
Her.-Trav. Globe Post To tal 
Commo dity Prom. Re g . Prom. Re g . Prom. Reg . 
2 0 20 60 Misses' Jackets 
Misses' Skirts 
Misses' Sweaters 
Misses' Blouses 
Misses 1 Actives 
Iv'I isses' Suits 
Misses' Trimmed 
Misses' Untrimmed 
yromen 1 s Suits 
Women' s Tr irnme d 
330 1335 
220 910 
1090 
1070 900 
10 840 
150 
20 
400 
10 
415 4450 
Vi omen's Untrinnned 
390 
20 380 
890 
621 520 
195 
890 
247~ 240 
20 
535 
3020 
1695 
1625 
20 
1555 
1990 
1240 
2015 
440 
1425 
11305 
195 
2585 
2710 
TOTAL 12530 358 0 
16 110 
6370 1890 
8260 
3630 415 28415 
TOTALS 
% of Total Promo-
ticnal a nd Re gular 
Advertis ing 55.6 60. 8 
1o of Pr omotlona1 
and Re gular Adver-
tising by News pa~er 77.7 22.3 
Total Promo tion 
To tal Re gular 
28.2 32.1 
77.1 22.9 
4045 
16.2 7.1 
89 .7 10.3 
(79.2%) 
(29 .8~0 
SOURCE: Boston Globe, Herald-Traveler, and Post 
October 1, 1950 - January 31, 1951 
22530 
5885 
28415 
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Gilchrist's seems a bit out line. But some explanation can 
be advanced. Gilchrist's ha s embarked on the l a rge scale 
branch store operation. The f act tha t the Globe is stronger 
in Boston may prompt t he s tore to s eek a stronger paper to 
r ea ch outlying areas . 
Gilchrist' s is a true promotiona l store with almost 
80jb of its total lineage in "sale" ad vert ising. The ratio 
of promotional to sale advertising is almost equally distri-
buted in all the papers. But the Herald-Traveler predominates 
in the regular price line advertising. 
The small lineage precludes any possibility of inter-
preting the distribution of lineage commodity advertising in 
these newspapers. 
R. H. Vfuite's, ranking second in total lineage in 
this study, must be cl assified as a "sale" promotion store. 
This store also has t1~ned to Herald-Traveler as its main con-
·tact with its customers with over 6.5% of its lineage. The 
Globe with 23.7% ranks second and the Post 11.7% is third. 
The analysis of price lines advertised and average retail 
prices advertised placed White's just below the Jordan-Fi-
lene's price level. Yet, since newspapers have a widespread 
readership and stores do cater to several income classes, 
White's has seen. fit to use Herald-Traveler extensively. 
The slight tendency to use the Herald-Traveler tor 
regular price line advertisement is apparent after examining 
the ratio of regular vs. sale advertisements in the other 
/ A BL£ :X:SZ: 
WHITE'S ADVERTISING DISTRI BUTION TO NEWSPAPERS 
October, 1950 - January, 1951 
Her.-Trav. Globe Post 
Commodity Prom. Re g . Prom. Re g . Prom. Re g . 
Misses'Jackets 
Misses' Skirts 
Misses' Sweaters 
Misses 1 Blouses 
Misses I Actives 
Misses' Suits 
Misses 1 Trimmed 
lJf isses' Untrimmed 
Women's Suits 
r'Vomen' s Trimmed 
iFi omen's Untr D:mned 
90 
3'755 
3775 
4025 
1010 
3185 
11905 
10670 
'70 
'7020 
3050 
1235 
3205 
800 
2295 
745 
1500 
5530 
600 
840 
80 
440 
1800 
'730 
'720 
1215 
6410 
4155 
180 
3485 
2175 
40 
1020 
710 
245 
700 
595 
1025 
2865 
1475 
1125 
875 
1140 
135 
835 
'740 
132. 
Total 
1580 
8480 
8835 
7645 
3500 
8'765 
19'790 
21480 
250 
11980 
7915 
TOTAL 48555 16'750 21390 1'770 10045 1710 100220 
TOT ALS 
% of Total Promo-
tional and Re gular 
65305 
Advertising 60.7 82.7 
% of Promotional 
and Re gular Adver-
tising by Newspape r 74.3 25.'7 
Total Promotion 
Total Re gular 
23160 
26.7 
92.3 
8.7 
11755 
22.6 8 .6 
85.4 14.6 
(79. 8% ) 
(20.2%) 
SOURCE: Boston Gl obe, Herald-Travele r , and Post 
October 1, 1950 - January 31, 1951 
79990 
20230 
100220 
\ 
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/A6LE :zvr 
COMBil'Jl<~D ADV:;RTISING DISTRIBUTION TO ID~WSPAPERS*-ll-FOUR STORES 
October, 1950 - January, 1951 
Her .-Trav. Globe Post 
Connnodity Pro:m. Reg . Prom. Reg. Prom. Reg . 
Misses' Jackets 135 3035 125 40 45 135 
Misses 1 Skirts 10535 8860 3470 3480 3910 2040 
Misses' Sweaters 6565 5405 3950 4160 3680 2000 
Misses' Blouses 6435 10620 1760 3845 1255 1220 
Misses' Actives 1940 5205 750 3035 3500 610 
Misses' Su its eg55 8860 10240 675 4545 2000 
Misses' Trinnned 17150 5375 10230 5170 2560 2060 
Misses' Untrimmed 2'7885 29355 20570 4130 15430 8720 
1-~'omen' s Suits 43 0 595 7215 15 
"Lir omen 1 s Trinnned 13720 1760 9785 3915 
Women's Untrimmed 8350 4315 6655 2370 4365 2235 
TOTAL 102100 83385 68750 26905 43220 21020 
TOTALS 185485 95655 64240 
% of Total Promo-
tional and Re gular 
Advertising 55. 45. 71.8 28 .2 67.2 32.8 
% of Promotional 
and Regular Adver-
tising by Newspaper 47.6 63.5 32.1 20.4 20.3 16.1 
Total Promotion (61.9%) 
Total Regular (38.1%) 
SOURCE: Boston Globe , Herald-Traveler, and Post 
October 1, 1950 - January 31, 1951 
Total 
3515 
32295 
25760 
25135 
15040 
35275 
42545 
106090 
2255 
29180 
28290 
345380 
214070 
131310 
345380 
papers.. Yet White's maintains an almost 80-20 division in 
total lineage distribution. 
134. 
Relatively speaking, there does not seem to be any 
distinct newspaper commodity preference aside tram the natur-
al lineage bulk found in the Herald-Traveler. The heavy play 
given trimmed coats by White's was placed in the three papers 
in the same relative breakdown as the total lineage. 
The four store total definitely shows the influence 
of Jordan's and Filene's high lineage counts; only 62% ot 
the total lineage ot 345,000 was devoted to sale or price re-
duction promotion while 38% was regular price line advertise-
ments. On the ratio breakdowns all the newspapers had a pre-
dominance of "salesn promotional advertising. This is not as 
unusual situation. The nature of retailing demands a quick 
response to advertisements and to merchandise offered. It a 
regular promotion does not return adequate sales, the store 
is forced in most cases to turn to "sale" advertising. 
There is no definite newspaper--commodity preference 
apparent in this chart. It is not uncommon to find retailers 
using one newspaper predominantly tor a group of canm.odities. 
But in this situation, no preference can be seen. 
"Habit exerts such a powerful influence over 
people's buying activities and service require-
ments that it is the foundation upon which every 
successful business must be built. No retailer 
can hope to operate a successful store unless 
he utilizes all available means to learn ~irst, 
the current buying habits, prejudices and service 
D
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breakdown was Filene's 27.7'/D, Jordan''s 32.4%, Gilchrist's 
-
7.9% and White •s. 32 u;. or course,. Jordan's. large advertising 
appropriation will tend to rank that store near the top most 
every day. 
Filene's Shows a rather even distribution as regards 
its contribution to each day's total lineage. Saturday, or 
course, is completely neglected by all retailers because of 
the time lag to the next selling day. The levelness of the 
distribution insures Filene's of ade~uate representation each 
day of the week. Of course, the fact that the distribution 
is rather evenly divi ded does not mean that the lineage count 
is approximately the same. The bases are quite different and 
the results are even more varied. 
J"ordan's, being the biggest retail advertiser in Bos-
ton, naturally ranks high on each day lineage contribution. 
Friday is normally the advertis-ing day for Saturday's big sales, 
but Jordan's seems to get an early push by completely dominat-
ing the picture on Thursday. This allows for an increase in 
both Friday and Saturday 1 s tallies. Friday again sees Jordan's 
on the top in preparation of Saturday sales.. Although the 
largest advertiser on Sunday, both Monday and Tuesday finds 
Jordan's second and third respectively. The heavier play in 
the latter part of the week probably indicates the bulk or 
sales. 
Gilchrist's is overwhelmed in the analysis by the 
sizes of the advertising budgets of the other stores. In no 
one day, did Gilchris.t ever contribute enough to rise above 
the fourth position. 
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White's, on the other hand, maintains its position 
with the leaders every day except Thursday. Taking advantage 
of the Sunday-Tuesday combination offer,. White's leads in to-
tal lineage on Tuesday by a wide margin. 
Exhibit B shows the actual distribution of each store's 
advertising by day of the week. Each store places over 50% 
of its total lineage on Sunday and Friday. Filene's tends 
to favor the beginning of the week as does Gilchrist. While 
Jordan's emphasizes Tuesday and Thursday with White's main 
in~luence centered on Tuesday. The pattern of sales by day 
should coincide with this analysis to give the greatest im-
petus to any promotions. 
Some stores have even gone so far as to analyze com-
modity sales by day an.d have planned their promotions accord-
ingly. The :fact remains that it is easier to recognize con-
sumer habit and schedule your store's operations to coincide 
than to try to overcome or change these de.ep rooted customs. 
This analysis of media and scheduling of distribu-
tion of lineage is another avenue to a greater and more scien-
tific advertising program. Substantiation of these results 
by .a comparison with sales would greatly enhance the value o~ 
this study. But again unfortunately sales data were not avail-
able. But the recognition of its merits and possible applica-
tion will greatly aid to whole advertising plan. 
Conclusions 
"The application of scientific research 
principles to retail advertising is a rela-
tively new development. N.evertheless, those 
stores which have made use of an intelligent 
research program have reported such excellent 
results that i t seems likely that this branch 
of work will become increasingly important to 
the retail business. J'ust as retailers have 
realized that careful sales planning is a fun-
damental concept of their business, so they 
must recognize that sales planning is not com-
plete without some system of checks and balan-
ces as its counterpart. The elimination of 
guesswork in sales planning and the reduction 
of waste in the advertising appropriation are 
the two major objectives of retail advertising 
research." * 
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Thes.e objectives were always in mind in formulating 
this thesis. The importance of the "right time" can thus be 
seen as twofold. By injecting the greatest impetus to the 
advertising campaign when people are naturally prone to buy 
will result in greater sales at less cOJBt. And by restrain-
ing any haphazard dis tribution and placing of advertisements 
when there is not that natural inclination, greater savings 
and effectiveness are realized. 
In this same manner, the selection of price lines 
to be advertised as well as the choice of media to be used 
are equally as import ant. Only a true and complete knowledge 
of a store's customer s, actual and potential will allow the 
retailer to gain the greatest value from his advertisements. 
* 3, p. 642: · 
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But all these various factors are completely inter-
dependent; the neglect of one will directly affect the profit 
possibilities of the s t ore. 
Specifically, the analysis showed that the stores in 
question compared favorably with common (Neustadt) figures 
in their distribution of their advertising appropriation to 
the commodities under consideration. A definite price trend 
with the season was als o noted for each store with every little 
variation in the commodities analyzed. There was also a marked 
degree of consistency in price lines advertised as well as 
in the use of newspapers studied. All variations in the above 
analysis were noted, evaluated and recommendation made •. 
The writer is especially indebted to the following 
men for their assistance in preparing this thesis: 
Mr. Charles Brown, Research Director, Wm. Filene & 
Sons Co.; Mr. Charles Davis, Assistant Retail Advertising 
Manager, Providence Journal Bull.etin; Mr. R. Van Slambrouck, 
Retail Service Manager , Bureau of Advertising of the A.N.P.A., 
Retail Division; Mr. John Alevizos, Associate Professor Allen 
E. Beckwith, Mr. Russell E. Cosgrove, Dr. Kenneth D. Hutchinson, 
Mr. A. Kenneth Swanson, Marketing Department, College of Busines-s 
Administration, Boston University • 
.Again it should be reiterated that the rep art is not 
complete in itself. It is but a proposal, one method ot 
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attacking the high cost of advertising. Its values lie in 
the opportunity of gai ning better results from the advertis-
ing dollar. The analysis must be made annually or even better 
semi-annually and should be distributed not only to the adver-
tising staff, but also to the merchandisers of the store. On-
ly through a well integrated and coordinated effort can the 
full value of these studies be gained. 
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